


OR tibia 




















For Display Equipment 
and Decorations 















Invites 
Your Patronage 











BOTANICAL DECORATING CO. 


319-327 W. VAN BUREN STREET 
Artistic Decorations and Artificial Flowers 





NATIONAL CARD, MAT & BOARD CO. 


4318-36 CARROLL AVENUE 
Showcard Boards—Mat Boards 








THE KOESTER SCHOOL 


367 WEST ADAMS STREET 
Correspondence Instruction 





WESTERN FELT WORKS 


4131 OGDEN AVENUE 
Felt for Display Use 
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MESSMORE & DAMON, Inc. 


Creators of Mechanica! Displays for Show Window 
and Advertising Purposes 


404-408 W. 27TH STREET 





MILEO’S MANNEQUINS 


New Line of Famous Composition Figures—Many New and 
Original Models—Visit Our New York Studios 


MILEO—44 EAST 8TH STREET 








J. R. PALMENBERG’S SONS, Inc. 


Display Fixtures and Mannequins 
Complete Display Equipment 


89 WEST THIRD STREET 





EINSON-FREEMAN CO., Inc. 


Lithographed Window and Counter Displays 
for National Advertisers 
STARR AND BORDEN AVES. 
LONG ISLAND CITY, N. Y. 
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Model installation display by Fisher 
Display Service, Inc., Chicago, Ill. It 
is a crepe paper set-up which can be 
duplicated should the advertiser desire 
a “super display.’”? The display is not 
the usual type of installation, but 
demonstrates the greater effectiveness 
of special set-ups. Such displays will 
naturally “cost more money,” but can 
you question their ‘‘appeal’’? 
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ALABAMA 
Pennington Scott Display Service, Birmingham 
Tri-State Display Service, Mobile 
ARIZONA 
Waghorn-Whitson Display Service, Phoenix 
ARKANSAS 
Perdue Display Service, Little Rock 
CALIFORNIA 
Parmley Window Display Service, Los Angeles 
COLORADO 
R. A. Bennett Display Service, Denver 
Pueblo Display Service, Pueblo 
DISTRICT OF COLUMBIA 
The Gold-Brager Co., Inc., Washington, D. C. 
FLORIDA 
Cross Display Service, Coral Gables (Miami) 
Walker Display Service, Jacksonville 
Kendrick Display Service, Tampa 
GIA 
Virgil W. Shepard, Atlanta NEBRASKA 
A. J. Coffee & Son, Macon Davison Display Service, Inc., Lincoln 
IDAHO Davison Display Service, Inc., Omaha 
Lawrence J. Hannifin, Boise NEW JERSEY 
ILLINOIS New Jersey Display Service, Orange 
Fisher Display Service, Inc., Chicago NEW MEXICO 


Peoria Show Card Company, Peoria Duke Display Service, Albuquerque 


Colpitts Advertising Service, Quincy L. R. Whitmore, Silver City 
C. H. Grissinger Display Service, Rockford NEW YORK 
A Universal Window Display Bureau, Binghamton 
Forkner Advertising Service, Anderson Window-Craft Display Service, Inc., Buffalo 
Neumann's Window Display Service, Evansville Dis-Play-Well, Inc., New York City 
Jos. |. Cotterill Advertising Service, Ft. Wayne NORTH CAROLINA 
Fisher Display Service, Inc., Gary So'n Wind.-Disp. Serv. & Sales, Inc., Charlotte 
National Displays, Inc., Indianapolis OHIO 
Fisher Display Service, Inc., South Bend Cincinnati Display Service, Cincinnati 
McAlpine Window Display Service, Terre Haute Wayne Services, Inc., Cleveland 
1OWA F. Altman & Son, Columbus 
Des Moines Window Display Service, Des Moines Dayton Display Service, Dayton 
Kenneth C. Finke, Sioux City OKLAHOMA 
J. C. Henson, Waterloo Oklahoma Wind-O-Display Service, Oklahoma City 
KENTUCKY OREGON 
Myers Display Service, Louisville Portland Window Decorating Co., Portland 
Blue Grass Display Service, Lexington PENNSYLVANIA 
LOUISIANA Art-Ad Service, Altoona 
Nall & Nall, New Orleans S. J. Hanick Company, Philadelphia UTAH 
Clark Long Display Service, Shreveport Pittsburgh Window-Craft Service, Pittsburgh The Window Display Service, Salt Lake City 
YLAND Rileigh Window Display Service, Wilkes-Barre VERMONT 
Benj. Chas. Margolis, Baltimore SOUTH CAROLINA Oscar Gaudreau, Burlington 
MASSACHUSETTS Criterion Display Service, Columbia VIRGINIA 
United Display Corporation, Boston H. W. Waters, Greenville Geo. Melcher, Portsmouth 
MICH TENNESSEE Robert Waitt, Richmond 
Wayne Services, Inc., Detroit Hal Cady, Chattanooga WASHINGTON 
MINNESOTA Knoxville Display Service, Knoxville Northwest Display Service, Inc., Seattle 
A. M. Wagner Display Service, Minneapolis Memphis Window Display Service, Memphis Hicks Display Service, Spokane 
MISSISSIPPI Brinton Window Display Service, Nashville WEST VIRGINIA 
Capital Display & Adv. Service, Jackson TEXAS Monte Little Company, Huntington 
MISSOURI Livingston Display Service, Austin Wharry Display Service, Wheeling 
N. J. Groves, Joplin Sun Display Service, El Paso WISCONSIN 
Bowman Designing Company, Kansas City L. E. Clark Display Service, Houston Manke Window Display Service, La Crosse 
Cunningham Display Service, Springfield Patrick Display Service, San Antonio Stefan, Inc., Madison 
Western Display Service, St. Louis Matthews Display Service, Wichita Falls Stefan, Inc., Milwaukee 


WINDOW DISPLAY INSTALLATION . . = a monthly publication issued by this group, will be gladly forwarded to those interested 
in national advertising, without obligation. Address Edward J. Stefan, Editor, 500 North Water Street, Milwaukee, Wisconsin. 


THE CO-OPERATIVE COMMITT 
AND ASSOCIATE INSTALLERS 


WINDOW ADVERTISING INC. 300 FOURTH AVE., N. Y. 


“INSTALLED WINDOW DISPLAY 
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YOUR SALES DRIVE... 


must have behind it more punch and power in 1933 than ever before 

. and where can you hope to get better results than at that VITAL 
SPOT where consumer meets retailer? That is why INSTALLED 
WINDOW DISPLAYS, with unsurpassed low-cost circulation, can do 
your necessary sales promotion work . . . and do it efficiently, quickly, 
cheaply . . . 1933 appropriations show a decided trend towards the 
use of this all-important "point-of-sale" medium. This group as an 
organization is prepared to serve you nationally or sectionally . . . each 
associate is eager to co-operate with you within the area which he 
covers. Your inquiry is invited. 
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Are we just “Smart Young Men” who have 
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deluded ourselves into believing we are the 


“Put-it-over Boys’? or are we sound, practi- 


cal business men who know how to get 


business through displays? 


TAKING STOCK OF OURSELVES 
By CARL H. SHANK 

DIRECTOR OF DISPLAYS 

STIX, BAER AND FULLER CO. 

ST. LOUIS, MO. 


Tur year 1932 is now a memory ... and a not too pleas- 
ant one. Inventory time has arrived. Why not a personal 
inventory ...a check-up and an appraisal of ourselves... 


individually, as displaymen? 

Every one of us, from the most prominent to the most ob- 
scure, is intensely concerned with the problems of the day 
.. + problems of the most difficult sort ... problems which 
in size, in scope, and in importance have seldom if ever before 
confronted the display fraternity. 

In the face of this condition a personal inventory must be 
made, analyzed and used constructively ... immediately. 

Are we just “Smart Young Men” who have deluded our- 
selves into believing we are the “Put-it-over Boys,” or are 
we sound, practical business men who know how to get busi- 
ness... and get it? 

The past three years have taught us many things, but 
whether we make use of our newly gained knowledge is quite 
another story. Out of 1930, 1931 and 1932—three years of 
hysteria——has come an important fact: “Display as an ar- 
tistic expression—a masterpiece or our calling is meaning- 
less, impotent and worthless.” In other words, “Display in 
itself is not an end ... it is merely a means to an end.” A 
trite statement, but a powerful and meaningful fact, never- 
theless. This end, which we announce so profoundly, divides 
itself into two simple, homely statements: (1) To maintain 
customer confidence (or create this coveted goodwill where 
it does not exist); (2) To sell merchandise (but with point 
No. 1 well in mind). 

To elucidate, we have learned that Barnum was wrong. 
There isn’t one born every minute. Whooping it up has not 
brought business increases but has reacted as a nasty boom- 
erang—destroying customer confidence and goodwill. 

We have all found that if we display our merchandise in 
a simple, direct, confidence-inspiring manner, with its story 
plainly told and devoid of competitive blatancies, that, sur- 
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prising as it may seem, people will be attracted and they 
will buy. 

Why? It is as simple as this... Don’t you often sigh 
“What a relief,” when your radio suddenly brings the sooth- 
ing strains of a dignified musical composition, after an eve- 
ning of ear torturing jazz? Think it over! 

So let us pause a moment and ask ourselves, “Whither 
are we drifting?” The last six years have seen us rise to 
Parnassian pinnacles of prosperity and fall to dungeonous 
depths of distress. Every possible experience has been ours. 
We have met and dealt with conditions which have never 
before been packed into such a short space of time. We 
have literally and actually used all the tricks of the trade. 
We have learned our lesson ... but all too few have been 
willing to acknowledge the self-evident truth. 

And so we reiterate—take stock of yourself—now—and 
lay a battle plan for 1933 that has for its foundation the 
basic facts that have been so forcefully brought forth during 
the past score of months. Decide to keep “both-feet-on- 
the-ground”—firm in the realization that our customers are, 
after all, human beings, subject to the same actions and re- 
actions as we ourselves, and must be treated accordingly. 


THE PANACEA FOR OUR ILLS 
By CLEMENT KIEFFER, JR. 

DIRECTOR OF DISPLAYS 

THE KLEINHANS CO. 

BUFFALO, N. Y. 


Wuo am I to offer a prediction that will inspire display 
executives to accomplish more in the year 1933? 

Much has been written in the past. My opinion today is 
no different than in 1932. The panacea for our ills is work— 
intensified work. Yes! We have had a plenty in 1931; 
equally as much in 1932 and shall continue to have more in 
1933. Display faces the new horizon with courage only if 
display executives have the courage of their own convictions 
and fight for the right which is theirs. 

Displaymen should not engender an inferiority complex 
which leads them to underestimate the importance of their 
job. They must not only keep abreast of the style demands, 
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TRANSFIGURATION 


—Millinery display by Mal- 

colm Tennent, display director, 

Meier & Frank Co., Portland, 
Oregon— 


but ahead of them. They should not spend too much energy 
guarding their own little prerogatives. Being beaurocratic 
will get us nowhere. Displaymen must coordinate with all 
phases of the mercantile business and the better the syn- 
chronization the more successful will be the ultimate results. 
I believe that display not only has come into its own but will 
continue to build. Each year we find more intensified analy- 
sis placed behind every effort. 

There is nothing wrong with display. What display needs 
is more whole-souled men who are willing to sacrifice time, 
effort and energy to place it is its right sphere. 

Give us more men like Scharninghausen, Stensgaard, Oehler, 
Williams, Haecker, Pierce, Wendel, Richter, Everetts—I 
could go on and mention perhaps fifty more, but fifty or a 
hundred can only be compared to a bucket of water in the 
mighty Niagara. 

During the past two years there has been manifested a 
laxity on the part of displaymen generally throughout the 
United States in the support of their association activities. 
Display is doomed for a severe set back if this seemingly 
non-interest is allowed to continue. 

We of the display profession must face “thirty-three” with 
optimism, concerted cooperation and coordinated effort. 


MERCANDISE DISPLAYS IN 1933 
By A. J. ROEDER 

DIRECTOR OF DISPLAYS 

THE WM. H. BLOCK CO. 

INDIANAPOLIS, IND. 


Wiunvow displays must be changed. Simplicity in dis- 
plays must be maintained, yet displaymen must not allow too 
apparent simplicity to dominate good taste in window decora- 
tion. The simplicity I refer to is the simplicity of balance, 
order, arrangement, perspective, contrast and color; such 
simplicity is productive of display perfection, and such sim- 
plicity is achieved only after constant study of display tech- 
niques. It is this simplicity that will dominate and distin- 
guish displays in the future. 

Display backgrounds must be changed. The Continental 
technique has been established in America, yet perfection in 
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this new method of displays will result only after actual 
experimentation. The line of demarcation between “Bill- 
board” and “Continental” displays is very positive. Many 
displaymen experimenting with billboard displays are con- 
fident in their belief that they are pioneering in American 
Continental display methods. 

I am not saying that billboard dispiays are not a step in 
the right direction, they are; I am not saying billboard dis- 
plays will not attract attention or sell merchandise, they will; 
but the contrast between these two methods of display is so 
great, they are so different, that actual comparison is neces- 
sary to acquaint the displayman with the difference. I might 
identify one form of display as dignified, the other as garish. 
I believe Continental window merckandising must go through 
sort of a “growing-up” process; that most displaymen work- 
ing with Continental displays will find on comparison that 
their displays are more reflective of the billboard type presen- 
tation than the Continental. 

Display work in 1933 will be constructive. We will ex- 
periment, but ghe accumulated results a year from now will 
prove even more reflective of sound window merchandising 
principles than ay comparison we could make of displays 
today. In 1933 we will merchandise our windows to produce 
sales. 


CONSUMER PUBLIC WILL BUY 
By J. H. EVERETTS 

DIRECTOR OF DISPLAYS 

M. L. PARKER CO. 

DAVENPORT, IOWA 


Tue 1933 consumer public will buy; not from sketchily il- 
lustrated ads, not from sorrowfully attempted displays, but 
from advertisements and displays that present a finished 
story, that show how the goods should be worn, what it will 
do for customer convenience and comfort. The consumer 
public did not respond in 1932 to the same sales tactics that 
attracted and sold merchandise in former years. Closely 
written, descriptive copy did not sell; ornate display did not 
sell, and even the screaming banners of “Sales,” “Price,” and 
(Continued on page 38) 
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INSTALLATION 


When one realizes that the window display 
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installation business is as fundamental to the 


life of business as is the advertising agency, 


then one has a clear understanding of the 


importance of installed displays. 


INSTALLED DISPLAYS? 
By EDW. J. STEFAN 

STEFAN, INC. 

MILWAUKEE, WIS. 


Arter serious thought and reflection upon the require- 
ments of installed window displays, the writer has reached 
certain definite conclusions relative to the kind of a job in- 
stallation must do in 1933. 

When one realizes that the window display installation 
business is as fundamental to the life of trade as is the adver- 
tising agency, in that the advertiser in placing a contract 
for Point-of-Sale advertising will choose an installation serv- 
ice that fits his requirements in equipment and facilities, the 
same as he does an agency, then we have a clear understand- 
ing of the importance of installation. 

The advertiser prefers specialists in their respective fields 
and insists upon an organization that has what he wants, that 
maintains throughout a high standard of quality in work- 
manship; one who is honest and conscientious in his efforts 
about securing the best locations. 

The installation organization the advertiser selects to 
handle his displays must not only be one whom the advertiser 
will trust but one with whom he can cooperate and who will 
cooperate with him and carry out instructions and advanced 
ideas. 

Certainly, the installation services offered throughout the 
country reap their own rewards or suffer their own penalties 
for being trustworthy or not, and the reward and penalty are 
swift—especially the penalty. 

In the last analysis, the installation industry must be 
“sales-minded,” must believe that in the installation service, 
now and in the future, the individual installation concern is 
sitting “on the inside”—the customer’s side—of the planning 
desk, and installation concerns must make the buyer of in- 
stalled displays service feel that way, too. 

To have and to hold by merit a reputation for outstanding 
ability in installation work with advertisers, each concern 
must assume full responsibility for their own organization; 
every employee of all services must have a keen appreciation 
of the objective of his organization. 
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INSTALLATION’S PERFORMANCE 


By FRED L. WERTZ 
WINDOW ADVERTISING, INC. 
NEW YORK CITY 


Winpow display installation has made rapid progress 
during the year 1932 in spite of, or possibly because of, the 
depression. While many budgets have been cut, the pro- 
portion that has been cut on window display has been much 
less than on other forms of advertising. Judging from our 
own business, Window Advertising, Inc., 1933 looks very 
promising. Business for the months of November, December 
and January show approximately a 400 per cent increase over 
the same months last year. 

Advertisers are beginning to realize that through installed 
displays they can conduct an absolutely reliable and com- 
plete campaign, a campaign covering the entire country with 
displays. Any advertiser who is willing to pay a reasonable 
price can secure absolutely realiable installation service in 
almost any city in the United States, with no fear but what 
his work is going to be handled 98 per cent perfect. 


BETTER YEAR FOR INSTALLATION 
By SOL FISHER 

FISHER DISPLAY SERVICE, INC. 

CHICAGO, ILL. 


Dourine 1932 when advertising budgets were curtailed, 
when economy was rigidly enforced, when direct results were 
demanded from advertising appropriations, when other media 
of advertising suffered tremendously, the use of window dis- 
play installation increased. National advertisers who in 
former years operated their own crews to install their dis- 
plays have disbanded their crews and have entrusted their 
window display installations to well-established display in- 
stallation companies for the purposes of further economy, 
efficiency and better results. 

This medium of advertising has proved profitable to the 
advertiser and to the retailer. I believe now, more than ever 
before, that window display installation is the most econom- 
ical and effective medium of advertising. It produces imme- 
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—Model installation display. 
Created by Fisher Display 
Service, Inc., Chicago, Ill.— 


diate sales results. It is advertising at the Point-of-Pur- 
chase. It has more circulation per dollar than any other 
medium of advertising. It is wasteless advertising. This 
medium of advertising has gained recognition on its own 
merits. It can be used independently and need not be tied 
up with any other medium of advertising, but is also the 
strongest hook-up with a well-laid plan of publicity. 

In previous years, and even until 1930, want of uniformity 
of window display installation, want of systematic window 
display installation, failure of recognition by advertising 
fraternities did somewhat hamper the development of window 
display installation. But during the past few years, most of 
the hazards and objections of the window display installa- 
tion field have been eliminated. The largest advertising 
agencies in the country have taken window display installa- 
tion seriously. They have seen fit to carefully check and 
survey window display installations, and some have seen fit 
to recommend and use systematic window display installa- 
tions. 


BUCKSHOT VS. RIFLE FIRE 


By WALTER G. VOSLER 
CINCINNATI DISPLAY SERVICE 
CINCINNATI, OHIO 


1933 GIVES us fewer advertising dollars; advertising 
men at their wits’ end trying to get results; old ideas being 
shoved aside; every advertising factor working toward 
greater efficiency and economy. 


In the “heyday” of plenty, fat budgets provided the where- 
withal for adequate advertising coverage, and while all ad- 
vertising vehicles were used, the old-line media received the 
bulk of the money. With plenty of money, the shotgun method 
of scattered fire got results, but that kind of a job cannot 
be done today. Advertising dollars must be spent wisely; 
must hit the bull’s eye, and the task of making fewer dollars 
do the necessary selling job can be accomplished only by 
well-aimed rifle shot. 

That is why window display advertising is receiving more 
attention today by the nation’s largest advertisers—definite 
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indications point to their greater use of installed displays. 
It is indeed fortunate that the installation business has, at 
this time, reached the highest point in its development. It is 
so well organized that advertisers can purchase this Point-of- 
Sale medium with full assurance of best service and peak 
efficiency. 


INSTALLATION’S HORIZON 
By N. W. REYNOLDS 

THE WINDOW DISPLAY SERVICE 
SALT LAKE CITY, UTAH 


Iw LOOKING upon the 1933 horizon, one sees many deveop- 
ments for display installation. These developments are of 
good omen, and will assist greatly in proving the real worth 
of installed displays. Allow me to comment upon but few 
facts that 1933 will prove actualities. 


The advertiser has never taken his window installation 
problem so seriously. Display contracts will be smaller, but 
the number of contracts will be greatly increased. Certain 
items never kefore displayed in dealers’ windows will be 
featured in 1933, and repeat campaigns will be often. 

If the depression has accomplished nothing more, it has 
proved to the dealer the value of window display installation 
and window display material. Many dealers who have in the 
past shown partiality for certain displays now consider with- 
out favoritism the merits of all displays. Dealers are glad 
to be relieved of window obligations and of the expense of 
material and labor. Yet they are tired of crepe paper trims; 
they want something new and different. They feel that crepe 
paper has lost much of its attention attracting power. 

Dealers view with envy the progressiveness of most 
“chain” store displays. In their desire to maintain their 
business, they are prone to want window productions similar 
to the chains. This means that many dummies will be de- 
manded of the advertiser with more and smaller display 
cards. It will also mean that displays must have more 
dominance. 

To secure “repeat business” the installation concern will 
(Continued on page 28) 
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Continental Displays For 
berfume and Small 


Accessories 


By RAOUL AUTHIER 
CREATOR DESIGNER 
STUDIO SIEGEL (PARIS) 
NEW YORK CITY 








—tThe display at the top suggests 

a very smart, modern trim for 

perfume or small accessories. 

Goods like shoes, hosiery, bags, 

jewelry, millinery, and even lin- 

gerie could be shown effectively 
in this setting— 


—The display directly opposite, 
like the display above, has been 
designed along the new Continen- 
tal display lines. Certain fea- 
tures combine to effect a severe 
display softened only by smart 
merchandise arrangement and 
display— 


My SKETCHES this month for the Continental presenta- 
tion of merchandise are confined to two displays for small 
items—shoes, perfume, jewelry, bags, hosiery, gloves or any 
other small wear items. The theme of the Continental tech- 
nique carries displays of this merchandise most successfully. 
Both displays, which were designed complete with valance as 
well as background, present an opportunity for display of 
merchandise with a freedom of balance and atmosphere sel- 
dom achieved in’ more orthodox presentations. The unique 
architectural design permits simplicity and originality of 
presentation. 

In the display suggestion featuring the illustration of the 
woman, the suggestion of leaves is used as symbolic of per- 
fume—although the same design would be used whether the 
display featured perfume or other merchandise items. The 
disk at the back of the painted figure could be constructed of 
wallboard, cornel wood board, ply-wood, glass, metal or any 
one of half-a-dozen different materials. And the darker disk, 
set immediately in front of the larger disk, like the large disk, 
could also be made of most any material. These disks will 
form a recess in the design of the display which, with the 
shelves supporting the merchandise, will achieve the most 
effective display geometry and balance. 

The window valance is not only striking in design but 
is unusual. Like the two disks, it can be constructed of many 
materials. The design can be painted on or can be appliqued 
on the valance. The little lines appearing through the design 
of the display can be painted or appliqued. 

Color schemes will follow the trend of the season. The 
taste of the display director must govern the color presen- 
tation. He is well versed on color and is familiar with the 
colors of the season as well as the fashion appeal of color. 
Colors for spring will run to pastels, with silver, grey or 
blue used as a base for cool colors, gold, yellow or buff used 
as a base for warm colors. If extremely modern color com- 
binations are wanted, definite contrasts will be applied. 

Display No. 2 is as simple and extreme as Display No. 1 
is distinctive and different. Both displays reflect the Con- 
tinental trend of the moment and but hint at the great possi- 
bilities of displays utilizing these new principles. The sec- 
ond display is confined to straight lines, the first display to 
curves. The box in the center of the display features the 
merchandise. Its shelves would be constructed of wood or 
some similar material. 

A piece of silk of most any type will be used in the back- 
ground in conjunction with the creative composition of the 
display. Plain panels will be used in the window construc- 
tion and design. A word concerning the window valance... 
the recess on the right-hand side, coming in toward the win- 
dow, will form a part of the display. This display is but 
another interesting example of constructive Continental win- 
dow display. 
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RETAILERS 


Window Space is too valuable to be used as a 







“Crutch” for buyers’ mistakes .... you would 


not keep your garbage can in the front yard, 


and neither should a store put its left-overs in 


its windows. 


WE DEPEND ON OUR WINDOWS 
By P. A. O°CONNELL 

PRESIDENT 

E. T. SLATTERY CO. 

BOSTON, MASS. 

PRESIDENT 

NATIONAL RETAIL DRY GOODS ASSN. 


We HAVE found our windows one of the best spokesmen 
of the merchandise news we have to tell. Naturally we take 
the greatest care in their treatment. One policy we strictly 
adhere to is that of presenting in our windows, as well as in 
our other advertising, only our best and most salable mer- 
chandise. The space in our windows is too valuable to use 
as a crutch for buyers’ mistakes. We plan always to put 
our best foot forward in our windows, displaying the types 
and kinds of goods that have the greatest interest and news 
value for the public, and that will give the best impression 
of our store. 

Our windows are budgeted the same as our newspaper ad- 
vertising space. Each department is charged a fixed amount 
per day for each window used. We use the windows, both by 
themselves and also in conjunction with our newspaper ad- 
vertising. Often a department will find that on a certain 
promotion the net returns are greater from use of a window 
than from any other means of advertising. 

In my opinion it is a mistake for any store to use its 
windows to force the sale of unwanted goods. You would 
not keep your garbage can in the front yard, and neither 
should a store put its left-overs in its windows. The public 
forms its opinion of a store very largely by what they see 
in the windows. If the display is newsy, attractive and ap- 
pealing, then a friendly impression is established. Better to 
give away unwanted merchandise than to spoil this impres- 
sion. 

The practice of displaying any samples that are not backed 
up by the merchandise in the store is indeed short-sighted. 
If the window is dishonest, certainly the public is only rea- 
sonable in concluding that the store is dishonest also. A 
store’s windows should be its best salesmen; they should not 
be used as bait. Personally I believe it is almost equally as 





P. A. O'CONNELL 


disastrous to fill one’s windows with comparative prices. The 
store is selling merchandise, not price reductions. The public 
knows that the store that continuously advertises sacrifice 
prices either is lying or else its “usual selling prices” are 
outrageously high. Quality value is what people are seeking. 
One of the best ads I have seen is a long time reads: “Worth 
$39.50, Price $39.50.” 

Another important point: People are more interested in 
merchandise than in any sort of window decoration. If the 
permanent fixtures in the window are artiscally good, there 
is no need of bringing in extraneous decorations for setting 
and background. The merchandise itself should be beautiful 
enough and interesting enough to attract and hold its audi- 
ence. 

A store’s windows are its exterior display. The same 
principles that govern its successful use are equally appli- 
cable to its interior display. The arrangement of the mer- 
chandise, the signs that tell its new points, the character of 
its fixtures—all have a large part in developing the atmos- 
phere of a dependable, progressive, quality store. No detail 
is unimportant, for successful merchandising is of itself the 
result of a multitude of correct details. 


MERCHANDISE—NOT DECORATION 
By CHARLES H. BEAR, JR. 

PRESIDENT 

CHARLES H. BEAR & CO. 

YORK, PA. 


Greater emphasis should be given in 1933 to more prac- 
tical presentation of merchandise in display windows. More 
stress should be laid on the fact that windows were created 
to sell merchandise—not merely to show it. The elimination 
of fantastic, too artistic and grossly overdone fixtures must 
be enthusiastically considered by most stores. In too 
many instances the onlooker becomes fixture-conscious rather 
than merchandise-conscious. Stores are not selling artistry 
in display, but merchandise. People are not buying elaborate, 
far-fetched displays, but merchandise. 

It is true that people are attracted and impressed by 
windows of merchandise presented with due regard for color, 
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HOSIERY 


—Interesting and _ beautiful 
display of hosiery. Designed 
by G. H. Linstromberg, dis- 
play director, The Emporium, 
Jacksonville, Ill.— 


balance and beauty. However, if the background be so out- 
standing and the various modernistic gew-gaws and gadgets 
used to exploit the commodities shown are ultra-elaborate, 
then the desired effect is not to be realized. Stores want 
prospective patrons to be impressed with the fashion-right- 
ness, convenience and economy of their merchandise—not 
with how materially beautiful the windows are. You can 
help your budget, your display staff and your selling staff do 
a much better job in 1933 if you eliminate a lot of the 
“gingerbread” and costly, non-productive features from so- 
called display art. 


DISPLAY MUST BE STRESSED 
By LEON MANDEL 

GENERAL MANAGER 

MANDEL BROTHERS 

CHICAGO, ILL. 


Wuen business is difficult to get, the display of merchan- 
dise becomes increasingly more important—if that be pos- 
sible. Certainly when the buying public is either uninterested 
in large quantity purchasing or when that public finds itself 
financially unable to participate in buying to the extent which 
it has formerly, the merchant’s task is to show his wares so 
skillfully, so cunningly, and so attractively that he will extract 
through the most firmly tied purse strings at least some 
share of the business which came more easily in former 
years. Display, in our opinion, at Mandel Brothers, there- 
fore, must be stressed constantly, and worked at consistently, 
as through it perhaps as much as through any other one 
thing, poor business may be made fair, and fair business may 
be made good. 


GOOD WINDOW DISPLAY 
By R. E. WOOD 

PRESIDENT 

SEARS, ROEBUCK AND CO. 
CHICAGO, ILL. 


Goon display, in my opinion, involves an analysis of the 
salient sales points of merchandise; a study of the practical 
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store operating problems which might be affected; practi- 
cability from standpoint of convenience and comfort of the 
customer; and the cost not only to produce the display but 
maintenance costs. 

On this basis this company is vitally interested in display 
as a builder of sales and customer goodwill. 


BELIEVING IN DISPLAY VALUE 
By MICHAEL SCHAPP 

EXECUTIVE 

BLOOMINGDALE’S 

NEW YORK CITY 


We BELIEVE strongly in the value of good displays. In 
planning our new building we arranged the maximum amount 
of window space so that now we have seventy-two windows. 
We maintain a large force to see that these displays are 
kept up to date, and we set aside a considerable portion of 
our publicity budget in order that our store and our mer- 
chandise may receive the proper kind of display. 

As we first read the character of a man in his eyes, so we 
get our first impression of the character of a store from its 
windows, and it is hard to overrate the importance of window 
displays that are truly representative of the type and the 
price lines of merchandise that the store offers. 

A store’s business is to sell merchandise, and the old rule 
still remains true: “Merchandise well displayed is half sold.” 


WINDOW DISPLAYS ARE JUSTIFIED 
By F. McL. RADFORD 

EXECUTIVE 

THE BON MARCHE 

SEATTLE, WASH. 


Iw THIS time of economic stress and strain window displays 
have justified themselves as never before. 

Displaymen have been quick to grasp new selling ideas in 
window trims, and many new and clever ideas have been 
evolved with the object of making our windows produce 
greater revenues. 

(Continued on page 30) 
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ADVERTISERS 


It is a happy fact that the day of hit and miss 


careless displays has past. The display busi- 
ness is a profession involving selling brains 
plus high art and no business has improved 
more than this one in the past decade. 


BOYER DISPLAYS FOR 1933 
By J. W. WESTBROOK 

ADVERTISING MANAGER 

BOYER THE SOCIETY PARFUMER 
CHICAGO, ILL. 


Dorinc the coming year, in spite of the trend of dimin- 
ished general appropriations, Boyer plans to devote a larger 
proportion of their advertising budget and to spead a greater 
amount on display material and installation service than 
ever before. 

It is our belief that the more elusive sales become, the 
greater is the necessity for merchandising displays at the 
Point-of-Purchase. 

In the past we have been able to credit display material 
with increased sales and anticipate favorable reaction from 
dealers everywhere on the material now being assembled for 
1933. 


IDENTIFICATION OF A PRODUCT 


By HOWARTH S. BOYLE 

SALES PROMOTION MANAGER 
ELECTROLUX REFRIGERATOR SALES, INC. 
NEW YORK OFFICE 


Wuere a man is limited in the amount of display material 
he can produce or supply to his dealers, “Identification of a 
Product” should be the keynote of the display. On the other 
hand, if we should be able to supply more than the usual dis- 
play material, he should concentrate on some particular fea- 
ture of the product in each display. 

Inasmuch as Electrolux sales work for 1933 will concen- 
trate on a more definite presentation of the product than 
ever before, I am inclined to believe that any displays pro- 
duced will be along the same idea. In other words, to sep- 
arate a man from his money in 1933, we must lay all the 
cards on the table and prove thoroughly to him that the 
product is worth every penny that is asked. The displays 
should support this idea. Generalities and head-line state- 
ments are not sufficient for the coming year in either sales 
work or displays. 





GEO. R. CULLEN 


BUSINESS IS COMING BACK 


By JOSEPH M. KRAUS 
ADVERTISING MANAGER 
A. STEIN & COMPANY 
CHICAGO, ILL. 


Tue intention to increase Paris Garter advertising for 1933 
by at least 50 per cent was announced at the concluding ses- 
sion of a three-day sales convention of A. Stein & Company. 
Sales representatives of the company from all parts of the 
United States were present at the meetings which were held 
concurrently in New York, Chicago and Los Angeles. The 
announcement of this forward-looking policy was enthusi- 
astically received, coming as the climax of a program stress- 
ing the determination of the company to expand its merchan- 
dising, sales and advertising activities for 1933. 


“Business is coming back,” Joseph M. Kraus, Advertising 
Manager of the company, told the Convention. ... “But that 
doesn’t mean that business is coming back to the salesmen 
or to the companies content to sit with clasped hands in fond 
expectancy of its return. It is coming back to those who will 
do a man-sized job to bring it back. This means more than 
the intelligent, hard work on your part that has character- 
ized your efforts as salesmen during the period of this depres- 
sion, which has resulted in our ability to maintain a satis- 
factory volume in many of our lines, in spite of conditions. 
It means concrete courage on the part of the management, 
expressed in terms of business-building investments, aimed to 
help our dealers and distributors as well as to benefit our- 
selves. This program obviously includes the employment of 
adequate, judicious advertising.” 


The announcement of this contemplated increase in the 
advertising of this company is significant, since it indicates 
that it is the policy of leaders of industry not only to main- 
tain their advantage of leadership but to extend it. It will 
be remembered that during the recent presidential campaign, 
the advertising of Paris Garters set forth the following: 
“There are enough men wearing Paris Garters to elect the 
next President—easily.” 
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CANNON TOWELS 


—Prize winning towel display. 

Created by H. B. Flynn, dis- 

play director, The Emporium, 
St. Paul, Minn. 


STRONG FOR DISPLAYS 
By GEO. R. CULLEN 

PUBLICITY MANAGER 
KELVINATOR CORPORATION 
DETROIT, MICH. 


Tue Kelvinator Corporation, Detroit, manufacturers of 
electric refrigerators for the home and of refrigeration sys- 
tems for commercial purposes, includes window displays as 
an important feature of its service to its selling organization. 
To this end, Kelvinator now has on its payroll a window 
display designer, Ralph Hunter by name, who has produced 
during the past year a series of window displays which have 
attracted favorable attention all over the country and have 
contributed materially to the merchandising success of the 
merchants who have used them. Mr. Hunter is not only a 
creator of window trim ideas and designs, but he is a prac- 
tical commercial artist, who knows color and its employment 
to the best advantage with or without illumination. 

Kelvinator sells a window display service for each month 
in the year, the theme of which is a tie-in with current na- 
tional advertising which invariably is seasonal. 

The chief motive of the window display—to attract atten- 
tion to the merchandise on view and impel the passing pedes- 
trial to step into the store to make further inquiry—has been 
attained beyond question by Kelvinator merchants, and count- 
less sales are traced to their window advertising. 

The men who design the displays have the constant co- 
operation of the company’s merchandising experts to the end 
that such displays will reflect the combined efforts of all to 
present the goods at their best and in a way that will attract 
the: public to and excite their interest in them. 

This attitude of the Kelvinator Corporation is that of all 
forward-going manufacturing institutions. It is a happy fact 
that the day of hit and miss careless displays has past. The 
display business is a profession involving selling brains plus 
high art and no business has improved more than has this 
one in the last decade. 

The contribution that the displayman has made to better 
and more selling is beyond estimate. 
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WEEK 


“RED CROSS” WINDOW DISPLAYS 


By ELLSWORTH GALE 
DIRECTOR, RED CROSS PRODUCTS 
JOHNSON & JOHNSON 


NEW BRUNSWICK, N. J. 


Ir I MAY speak as merely a director of one of the divisions 
of Johnson & Johnson I would say that window display has 
been of paramount importance to us during 1932, approxi- 
mately 20,000 window displays having been requested of us 
from the retail druggists throughout the country. 


Our endeavor in creating the “Red Cross” style window 
we did was many fold. First of all, we wanted to give to 
the drug store the ethical background which is gradually 
being lost by many of the so-called up-to-date druggists 
whose windows are more filled with toys, balloons, novels, 
and the like than with pharmaceutics or surgical dressings. 
The massive red cross gave this background. We had three 
separate center pieces that could be attached to this red 
cross: (1) A picture of a girl’s head—displaying a box of 
Couettes to be used for a cosmetic appeal; (2) the picture of 
the druggist with the slogan, “Your doctor knows we com- 
pound prescriptions accurately;” (3) a mother and child pic- 
ture was used for the first aid appeal. 


We have made numerous investigations and checks and 
have found that a great number of druggists have used this 
window at different times during the year, varying the appeal 
used at each time. We received hundreds of letters com- 
mending us on the attention value and attractiveness of our 
1932 display. 


One of its greatest pulling powers was when used in con- 
nection with the Red Cross Products Concentration Drive, 
at which time the druggist used counter displays, banners, 
pennants and wall streamers, as well as the window to con- 
centrate on First Aid or Surgical Dressings Week. All in 
all, we are very pleased with the selling value that the Red 
Cross Window has given to us and we hope for 1933 to have 
a display which will even supersede those of the past. 
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How **Picture=BPuzzles” 
Stopped °°Price=Panic”’® 











By FRANCIS D. GONDA 
VICE-PRESIDENT 
EINSON-FREEMAN CO., INC. 
LONG ISLAND CITY, N. Y. 


Nor so long ago, scores of panic-stricken manufacturers 
seemed to have narrowed their whole idea of merchandising 
to a frantic throwing away of their profits in more and more 
“free goods” and deeper and deeper price reductions. For 
a time, too, it looked as though the whole psychology of re- 
tail selling had been debased to nothing more than louder 
and louder shouts of “bargains”—and that the only thing an 
advertiser could get into a window any more was a card with 
a cut price in huge red figures. 

Then a few remaining sane advertisers discovered that the 
public would still respond to other appeals—and be still will- 
ing to pay a reasonable price, if the advertiser happened to 
strike the right note. In fact, like the New York cave- 
dwellers who live so long under the roar of the elevated that 
they gradually become immune to the noise, the constant 
clamor of cut prices had finally made the public callous and 
unreceptive. What, then, would tempt a jaded public when 
even the lure of low price had palled? What would be an 
inducement to listen and an incentive to buy, where seemingly 
the most basic, fundamental “bait” had failed? 

The growing popularity of the radio program as a medium 
to carry the sales message pointed the way to the solution. 
What the worry-distracted public wanted, what it was hungry 
for and would “bite” on, was just one simple thing—amuse- 
ment. Or more specifically, inexpensive home amusement. 
Few people could afford to go out nights as they used to in 
flusher times. The majority had to stay home—and if an 
advertiser could furnish the means to turn tedium and bore- 
dom into a happy forgetting of cares, he would win both the 
public’s gratitude and business. 

Perhaps the most amazing and complete proof of this is 
furnished by the phenomenal response of the buying public 
to an inexpensive, but far from insignificant premium—the 
picture puzzle. It is significant because it bears out one con- 
tention, which I voiced elsewhere in another article—that, 
regardless of its actual monetary value, a trifle that the public 
really wants constitutes a greater inducement to purchase 
than a considerably larger concession in cash. Possibly it 
proves that we are all far more childish than any of us 
would care to admit—but it is nevertheless almost as axio- 
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—Einson-Freeman, window 

display, production for 

“Prophylactic Tooth 

Brushes.” This display in- 

troduced their 50 piece, jig 
saw, puzzle— 


matic as the well-known truism about two and two. 

At all events, here is our actual experience with a product, 
standard and established in its field—an article of essential 
utility and daily need. Just put it in stock and it languishes 
on the shelves. Cut the price, and there is not much more 
movement. Add a useful premium of the same nature whose 
value is actually 50 per cent of the item and sales move for- 
ward by only 12 per cent. But offer a picture puzzle that 
costs only a few cents—and sales leap upward by 400 per cent. 

This was our first experiment with the selling power of 
harnessing a popular craze—and it has been confirmed, in 
instance after instance, with merchandise that ranged from 
toothpaste to varnish, from electric bulbs and biscuits, from 
tooth brushes to pinze-nez, and from mouth washes to Milk 
of Magnesia, to give only a partial list of the products that 
used the picture puzzle as a premium. It was used as an 
inducement to buy in the store, as a lever to introduce a new 
product, as a powerful whiplash to lagging sales and as a 
sure-fire check-up on radio results. 

But whether the advertiser started with a mere hundred 
thousand, or plunged boldly with a half-million or million, 
the response was invariably certain—and unfailingly tremen- 
dous, when both the puzzle and the plan behind it were right. 
And sales stimulation by picture puzzle differs from stimula- 
tion by free goods in one material respect: It has no “kick- 
back”—it does not prove a boomerang. For when free goods 
are used as an inducement to buy, they only aggravate an 
already serious condition. They still further overload the 
dealer—and instead of helping him to dispose of the mer- 
chandise, they will give him still more merchandise to sell! 

No wonder, then, that the dealer uses the free goods to 
“average down” his selling price—and cut prices still fur- 
their, in an effort to sell. On the other hand, the puzzle 
premium enables the dealer to dispose of the goods at full 
price, gives him no temptation to cut, clears his shelves 
quickly of what he has bought and leaves him with a feeling 
of real goodwill for the cooperation—and no exuse to ask for 
extra discounts or a “free deal.” 

This has been the experience of Prophylactic, Listerine, 
Pepsodent, Toddy, Westinghouse and Loose-Wiles, to name 
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—Above: The puzzle that sent Prophylactic 
Tooth Brush sales up 400 per cent— 


—McKesson & Robbins boost drug sales 
with their “Our Gang” movie kids puzzle— 


—lIt isn’t necessary for us to identify Pep- 
sodent’s “Amos ’n Andy,” puzzle— 


—The Sapolin puzzle suggested an applica- 
tion, and sales of their product mounted— 


only a few of the prominent advertisers who have used pic- 
ture puzzles with signal success. But in every case, one im- 
portant principle stands out: That there must be careful 
analysis of both product and prospects, in order to determine 
the type of puzzle, the subject, the number of pieces and the 
manner of merchandising it that will make for most certain 
results. 
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UTILITvTIEgs 


The age worn display compellers—attention, 





interest, desire and action—are going to be 
replaced in 1933 with “What it it? What will 
itdo? How canI buy it? And what is its cost?” 


MORE DOLLARS FOR DISPLAYS 


By RAYMOND M. MARTIN 
DIRECTOR OF DISPLAYS 
CONSOLIDATED GAS CO. OF N. Y. 
NEW YORK CITY 


Tue opinion, if you do not wish to call it an advertising 
truth, has been repeatedly advanced that advertising appro- 
priations are ineffective—perhaps a total loss when reduced 
below given minimums. Nevertheless, the present business 
emergency has, in some cases, compelled readjustments that 
have brought the effectiveness of appropriations below the 
danger line. In such instances, the diversion of more adver- 
tising dollars to forceful window displays will avoid the 
waste that must result from attempts to conduct, for ex- 
ample, a 100 per cent newspaper campaign on a 20 per cent 
budget. It is nothing short of folly to disregard the already 
low cost of good window advertising by cheapening it to a 
point where it, too, becomes ineffective. 


IDEAS FOR 1933 DISPLAYS 
By W. W. GIBBS 

DIRECTOR OF DISPLAYS 

TENNESSEE PUBLIC SERVICE CO. 
KNOXVILLE, TENN. 


Two of the most important phases of business recovery 
that confront the merchants of the country today are: Ad- 
vertising and merchandise display. Skeleton buying and 
rapid stock turnover have served the purpose of getting 
stocks under control with a minimum of investment. Now 
the problem is to get the public to buy what the merchant has 
for sale. We naturally assume that his stock is of the latest 
and best in the particular line in which he is selling. 

To condense a description of how this is to be done, I 
want to direct attention to three rules that I think must be 
followed in 1933: In your advertising you must: “Get en- 
tirely away from the old rules of: ‘Get the attention, the 
interest, the desire and the action.’ These age-worn com- 
pellers are going to be replaced with ‘What is it? What will 
it do? How can I buy it, and what is the cost?’” Do not 


W. W. GIBBS 


take my word for final; go out and try to prove that I am 
wrong. The answers that you get will be my defense. Let 
me suggest that you first try this shoe on your own foot. 

In your window displays for 1933 you must: (a) Project 
the usefulness of the wares to the public; (b) complete the 
picture of the items’ possible uses; (c) appeal to the public’s 
emotionalism.” 

In planning window displays for 1933 I intend to carry 
the idea of optimism and emotion to such an extreme that the 
thought that we are living in a new age, a new era and that 
we are on the road to sound, sensible better living conditions 
will crystalize within the minds of my prospective customers. 
I shall try, at the same time, to keep the fundamentals of dis- 
play design balanced that dignity and appeal may be presented. 
1933 displays will be recognized by all classifications of busi- 
ness as one of the most vital phases of sales promotion power, 
and not as a necessary evil. Merchants are wise to the plan 
of displaying only the better quality wares which they handle. 
Certainly there have been less and less of the “fire sale” 
type window displays or arrangements during the past year. 

We can learn much from consistent study and application 
of the ideas given us in DISPLAY WORLD’S forum and 
editorials. The careful editorial analysis of displays in each 
issue is evident in the material and ideas projected through 
the magazine’s columns to we sales promotion men. 


WINDOW DISPLAY IMPORTANCE 
By H. C. CANNON 

ADVERTISING SUPERVISOR 

THE BROOKLYN UNION GAS CO. 

BROOKLYN, N. Y. 


In 1933 window display will assume more importane than 
ever before. People are swinging from price appeal to qual- 
ity appeal, and the firm which utilizes its windows with force- 
ful, eye-appealing displays on a quality basis will get its 
share of business throughout the new year. 

Price appeal has lost its force because people have been 
“stung” so often in the immediate past. Neat, colorful, bold 
displays, properly executed and changed frequently so as to 
offer new appeals periodically, will help every company 
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REFRIGERATION 


—Gas refrigeration display by 

Raymond M. Martin, display 

director, Consolidated Gas Co., 
New York City— 


which has something to sell, and will prove a decided supple- 
mentary advantage to the printed mediums of advertising. 


MEN OF DISPLAY INGENUITY 


By PAUL KLOERIS 

DIRECTOR OF DISPLAYS 

UNION ELECTRIC LIGHT AND POWER CO. 
ST. LOUIS, MO. 


Mosr of us have adjusted ourselves to the very trying 
conditions of the past year, during which we were called 
upon “to deliver” in spite of limited appropriations, and which 
was surprising in that we showed a splendid reserve power 
of efficiency in this direction. Obstacle after obstacle was 
met with and for the most part overcome, and now that the 
display profession had adjusted itself to the cause, we need 
to make ourselves “Men of Display Ingenuity for 1933.” 

From our past experience there is every reason to believe 
this will be accomplished. We will thereby reward the bosses, 
profession and ourselves. 


THE BATTLE IS NOT YET WON 


By W. GILBERT BROWN 

SUPERVISOR, BUREAU EXHIBITS AND DISPLAYS 
PHILADELPHIA ELECTRIC COMPANY 
PHILADELPHIA, PA. 


Tue battle is not yet won. We must continue with an ag- 
gressive yet simple style of window display and display mer- 
chandising, showing occasionally some humor, and slowly re- 
storing the confidence of the people. 1933 looks much 
brighter, but we must concentrate every effort upon displays 
that will not offend our customers—displays that show them 
merchandise they cannot afford to buy—and yet neither 
should we display the most inexpensive of goods.... We 
must concentrate upon a happy medium. 
HORIZONS—BY NORMAN 
BEL GEDDES 

Horizons, “A glimpse into the Not Far-Distant Future, a 
future that will see many, if not all, of our present notions of 
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The family circle decides 
upon GAS refrigeration. 


form cast into the discard—when, through the influence of 
new design, most of the features of our everyday life will 
take on new aspects for the greater economy, efficiency, com- 
fort and happiness of our lives,” presents Normal Bel Geddes’ 
beliefs, opinions, theories and experiences with regard to de- 
signing for industry. Mr. Geddes describes the point of 
view and approach of an artist towards industry, and what 
the reader may expect in the design of such everyday ob- 
jects as furniture, the radio, stoves and even the window 
display. 

Displaymen are aware of the revolutionary changes ef- 
fected by Mr. Geddes in the show windows of Franklin- 
Simon, New York City; and in the chapter devoted to “In 
Window Display the Play’s the Thing,” his courage and ag- 
gressiveness is apparent immediately. He says, “Too many 
display windows are cluttered with accessory paraphernalia 
when they are not overloaded with merchandise. That win- 
dow is a failure which does not do three things in succession: 
Arrest the glance, focus attention upon the merchandise, per- 
suade the onlooker to desire it.” The chapter on display is 
concluded with, “To insure the best utilization of display 
space, there should be a display system of the utmost creative 
scope and flexibility, yet sufficiently standardized in prac- 
tical terms to impose upon the store’s window dresser scant 
need for introducing special pieces, at the same time com- 
bining into compositions of genuinely arresting appeal. Mer- 
chandise and background should always tie up immediately, 
as actors and scenery are an integral part of the successful 
play on the stage.” Boston; Little, Brown and Company, 
$4.75. 





BOECKLIN PRODUCES WINDOW 
PANELS FOR LITTMAN’S ’ 
Werner Boecklin, an artist of considerable talents, has 
just completed a series of eleven window display panels for 
Littman’s, New York City. The panels are nine feet high, 
painted on composition board and depict Florida and tropical 
scenes for “Southern” displays. A newly devised “fast dry- 
ing” process, using a liquid color, enables Mr. Boecklin and 
his associates to complete paintings within a few hours after 
work is begun. 
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A good window is an asset; a poor one is the 
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symptom of bad management clean through 


the establishment. Stretching it a little bit, it 


might easily be the first cry of bankruptcy. 


DISPLAY HAS A JOB ON ITS HANDS 
By LAWRENCE G. MEADS 

THE BLACKMAN COMPANY 

ADVERTISING 

CINCINNATI, OHIO 


Tuts period of “price offers,’ we have been passing 
through, has been especially evident because of displays as 
well as local newspaper advertising. Since early in 1930 re- 
tailers have underbid each other to such an extent that the 
idea of mere “price” has received more display than in any 
period of similar length. Simultaneously, manufacturers 
sensing that dealers wanted “price offers,’ began to supply 
a “bargain offer” type of display. These were effective from 
the first, and one result was a very general use of this type 
of display. This tendency has now run its course. The 
consumer today is bargain-shy, or rapidly becoming so. 
There is a desire for true value. The consumer has been 
fooled often by fake bargains and is now somewhat callous 
to shouts of mere “price.” 

Displays in this new period, throughout 1933, will be more 
nearly offers of genuine value and less frequently price 
offers. Display has a job on its hands to win back consumer 
confidence in nationally advertised goods. After a period 
of trading down display faces a period of trading up. It is an 
opportunity. Advertisers should begin at once to plan their 
displays and other advertising in step with this new con- 
sumer trend. 


DISPLAY IS NOT ON THE DEFENSE 
By W. C. D’ARCY 

PRESIDENT 

D’ARCY ADVERTISING COMPANY 

ST. LOUIS, MO. 


Tuere is no more valuable part of retail real estate than 
the space allotted for window display of merchandise, and 
along with merchandise, the proper advertising. 

The capital involved in all aspects of overhead, so far as 
a retail store is concerned, is broken down to important divi- 
sions, principally rent, which in many cases is heavy and 
fixed. 

A retail window in any establishment should be archi- 


W. C. D’ARCY 


tecturally a strong factor of the store’s best asset—its front, 
which is the first thing that meets the public gaze. If traf- 
fic flow is an important factor in establishing value of prop- 
erty without a building on it, it certainly is important after 
the property has been improved with a retail establishment. 

A retail establishment is not taking advantage of all the 
elements in advertising and successful business and not 
attracting the proper number of customers to make the ven- 
ture profitable, unless the window display, along with other 
things, is arranged by an intelligent understanding of the 
opportunity involved. 

Advertising in a window merely tells the story of goods 
almost within arm’s reach and that is where goods should be 
when the window display arouses the interest of the prospect. 

A poor window display is worse than nothing. Its cost is 
excessive and can be multiplied as to its dangers in affecting 
the goodwill of the establishment. A poor window, expressed 
in somewhat coarse terms, reminds me of a man who walks 
into a gathering when his appearance leaves much to be de- 
sired. Certainly he makes an impression, but it is the wrong 
one, and he is forever afterwards making excuses which 
never really make up for the trouble he has created in the 
minds of those who saw him. 

A good window is an asset; a poor one is the symptom 
of bad management clean through the establishment. Stretch- 
ing it a little bit, it might easily be the first cry of bankruptcy. 


DISPLAY SUPPORT FOR RADIO 
By WILBUR VAN SANT 

PRESIDENT 

VAN SANT, DUGDALE & CORNER, INC. 
BALTIMORE, MD. 


Tue next great movement in display technique will in- 
evitably be in the direction of informational displays. The 
day of the window display that merely shows the product 
nestled in the arms of a pretty girl is doomed. Radio is 
one factor that makes informational display essential. More 
and more, both specialty and over-the-counter merchandise 
are using radio as a main factor in advertising. There is 
small duplication of “readers” between the radio audience 
and the magazines or newspapers—mediums used for display- 
ing merchandise and giving the “reason-why.” 
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NO. 4711 DISPLAY 


—Model installation display. 
Created by Fisher Display 
Service, Inc., Chicago, Ill.— 


Most radio listeners get their story over the radio, and 
that is all. But the radio story is only publicity coupled with 
a buying urge. It is impossible to give factual information 
about any product or display the package over the radio. 

Most of our over-the-counter advertisers are today suffer- 
ing from an overdose of publicity, and an under-supply of 
buyer conviction (reason-why). There is no more ideal place 
to hammer home the final convincing story than in the show 
window of the store where the goods are for sale. Name 
publicity is very transitory unless it is nailed down with con- 
viction. Even the impress of an excellent piece of name 
display in the window can slip in and out of the mind before 
the buyer gets from the front door to the back counter. But 
wrap up in that window display a really convincing demon- 
stration of how and why a product works, and it will carry 
right straight through, back to the counter where the cash 
register rings. 


NEW WINDOW DISPLAY IDEAS 
By NORMAN LEWIS 

VICE-PRESIDENT 

CHAPPELOW ADVERTISING CO. 

ST. LOUIS, MO. 


One tendency or trend which I have noticed in the past 
year is a greater use by the “dime store” chains, of litho- 
graphed window displays furnished by manufacturers whose 
lines are carried by these stores. Woolworth, Kresge, Kress 
and the other chains in this field seldom before used any out- 
side, prepared displays. Everything was hand-lettered or 
designed by the stores themselves. But with the advent and 
marked success of the Tower and Modern magazines (the 
movie, love and detective monthlies sold exclusively in the 
dime stores), the chains evidently realized the importance of 
tying up their windows with the various manufacturers’ ads. 

Thus, the millions of women who patronize the 10-cent 
stores regularly will read, tonight, in “The New Movie Maga- 
zine” of the virtues of Sta-Bac Curl Set or Pacquin’s Hand 
Cream, and going shopping tomorrow, may see a beautiful, 
complete window display of these products, right at their 
favorite Point-of-Purchase. 

One manufacturer of toiletries, with whom I am ac- 
quainted, recently sent out to these chains 3,000 three-piece 
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lithographed window displays, which cost him $1.75 each, 
plus transportation charges. Expensive, yes; but he at least 
knew that there would be no waste; because a sample display 
had been O K’d by the proper store authorities in advance 
with the assurance that the completed displays would all be 
used by the individual stores to which they were sent. 

So, watch the dime store windows, especially in the larger 
cities, if you want to see new ideas and developments in win- 
dow display advertising. Watch the interior of these stores 
for plenty of fresh, new ideas on packaging. It’s marvelous 
—the attractive cartons of this or that product which you'll 
find on sale for a modest little dime. These 10-cent store 
chains are born merchandisers, don’t forget that. One can 
get a pretty broad merchandising and advertising education 
by visiting them regularly. 


POINT-OF-SALE CONTACT 
By F. G. CRAMER 

PRESIDENT 

THE CRAMER-KRASSELT CO. 
MILWAUKEE, WIS. 


Just as the ten years prior to 1929 brought an unprece- 
dented prosperity to a seller’s market, so will the coming 
decade be a buyer’s market. More than ever before will it 
be necessary for the manufacturer to consider his product in 
a different light; it is necessary to manufacture consumers 
rather than inanimate products. 

Point-of-Sale contact with the consumer will be all-impor- 
tant; there will be no gainsaying the value of display as a 
means to this end. 

Since it has been definitely proved that product momentum 
can be increased through the medium of display, we have 
devoted considerable time and study to the subject. Out of 
our research has come the formula: “The flow of any given 
product may be enhanced by Point-of-Sale, reminder-con- 
tacts. Expressed in their simplest form, such contacts con- 
sist of personal selling to which is linked the window or floor 
display. 

For 1933 and in the years to come we feel sure that the 
matter of display will be given the serious consideration it 
merits as one of the most effective of all promotional methods 
designed to move merchandise from dealers’ shelves. 
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Well Never Tire Talkine == 


Continental Displays 


Tur merchandising trend in 1933 will be “Buy American,” 
so why shouldn’t the window trend reflect “Display Amer- 
ican?” Many readers will question immediately the display 
technique suggested in these displays. True, it represents 
Continental, yet the developments suggested are certainly 
American. Reproduction will seem difficult at first, but fa- 
miliarity with this new technique will make your 1933 dis- 
plays distinctive, different and productive—it is certain that 
ordinary and unaggressive displays in 1933 will never prove 
that statement false. 


BUY AMERICAN 

If you must have simplicity in displays, where will you 
find a window background quite as simple yet as direct to 
the point as “Buy American?” It suggests a “sale” set-up, 
yet the display can be merchandised just as effectively with 
“style goods.” Three garments can be featured or three 
dozen garments can be shown.... This background will 
prove most effective if worked out in red, white and blue— 
American colors for American merchandise. The cut-out 
letters can be black, gold or silver, red or blue. 


OUR 39TH BIRTHDAY 

Suggesting a modern setting for an anniversary or birth- 
day sale. Display could be devoted to one feature or “key” 
window showing “old fashioned” merchandise, or the entire 
front could present a series of similar displays with “old 
fashioned” merchandise featured in but one window—the 
“key” window. Contrast between modern and “old fashioned” 
merchandise could be effected very cleverly by the introduc- 
tion of a series of “floats.” Each window would show a 
different float devoted to a certain line of goods, with the 
window contrasting old with new merchandise. 


VALENTINE DISPLAY 

Decorative ensemble panel for spring fashion or Valentine 
display. Color application can be ordinary red and white or 
more modern effects like black and red, red and silver. 


BOURJOIS 

Suggesting a modern, Continental display for Bourjois 
products. The form of this display suggests interesting pos- 
sibilities for small gift goods, shoes, jewelry, stationery, 
drugs and similar items. The background would be ex- 
tremely effective if produced in pastel colors with bands of 
silver for decorative relief and shelving. 


EASTER PANEL 

The rabbit motif is ever old yet ever new. Easter dis- 
plays would not be complete without a rabbit design some- 
where in the front.... Panel can be produced in natural 
colors like blue, green, grey and white, or in more modern 
combinations like black, white, grey, silver... . Several re- 
liefs can be effected, or the design can be painted flat. 


FIXTURE SET-UP 

Top: Suggesting sale set-up for “Buy American.” This 
display would show six garments and six groups of acces- 
sories, or twelve garments and six groups of accessories. 
Watch the angles of the fixtures. ... Style set-up could be 
produced by featuring three garments on the left and a small 
group of accessories on the right. 

Bottom: Set-up for “Our 39th Birthday” display. Mer- 








chandise display will be confined to the right of the window 
—the effect produced is that of a group of people standing 
on the sidewalk watching the parade. This display would 
prove extremely different and attractive....The fixture 
angles are suggested for the “Old Fashioned” display, with 
every figure facing into the window—this placement of mer- 
chandise will not be adhered to where the merchandise is 
modern. 


SPRING FASHION DISPLAY 

The style background shown this month does not suggest 
any season. It is purely geometrical in design. The spring 
season will be indicated by the reproduction of the design 
in soft, pastel colors. We have been compelled to use strong, 
contrasting colors for reproduction purposes, but where we 
have suggested black you might use pale blue, yellow, green, 
rose. The bars protruding from the center of each square at 
the top of the side panels extend to the base of the back- 
ground; these bars should be silver or crystal. The heavy, 
geometrical design must be reproduced in pale colors—grey 
and silver, accentuated with touches of rose, yellow, blue, 
green. 
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DRODUCERS 


More displays will be sold and used as manu- 
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facturers individually and collectively con- 


vince advertisers of the productiveness and in- 


dispensability of the window display medium. 


MORE DISPLAYS, BETTER DISPLAYS 
By HORACE REED 

NIAGARA LITHO. CO. 

BUFFALO, N. Y. 


Turre could be no better answer to the problems of the 
business of national display production than more displays, 
better displays, better prices. All these, we believe, will be 
demonstrated in proportion to the vision, effort, intelligence 
and persistance with which we meet the issues of the times 
and the problems peculiar to our business. 

More displays will be sold and used as manufacturers 
individually and collectively convince advertisers of the pro- 
ductiveness and indispensability of this medium. 

Better displays will be more in evidence when the pro- 
ducers of them stop extravagant, promiscuous speculation and 
get together with advertisers. With proper research and 
investigation better sales producing displays will be provided. 

Better prices mean better advertising at lower costs for 
advertising displays because they will include that necessary 
margin which makes for healthy progress expansion, and bet- 
ter service to those who use our medium. 


THE REAL PURPOSE OF DISPLAY 
By ERNEST H. RUSSELL 

THE ERIE LITHO. & PTG. CO. 

ERIE, PA. 


To THOSE of us who have been engaged in the production 
of display advertising, the increased interest shown by ad- 
vertisers and agencies during the past ten months has been 
gratifying, of course. Yet it also serves to bear out what 
we have long known. ... Window and store display adver- 
tising reaches the prospect at the one point where he can do 
something about it; where interest can result in an imme- 
diate sale; where there is no opportunity to forget the name 
of the product before the opportunity comes to investigate. 
The outstanding successes achieved by certain advertisers 
in the display field serve to demonstrate another fundamental 
sometimes overlooked in the enthusiasm of selecting a pretty 
picture or a trick construction. Advertisers should bear in 


HORACE REED 


mind first, last and all the time the real purpose of display 
advertising, which is to sell the merchandise or service and to 
get the message across at a glance, quickly, simply and com- 
pletely. 

Display advertising is a specialized field, and if intelli- 
gently planned to meet the advertiser’s particular problems 
it will produce business at surprisingly low cost. 


BETTER DISPLAY BUYING 
By W. P. YORK 

W. P. YORK, INC. 

AURORA, ILL. 


Repvucep advertising expenditures during the past year 
have resulted in a microscopic examination of advertising 
values. This examination has brought Point-of-Sale adver- 
tising forcibly to the attention of many who formerly gave 
it a minor role in the advertising program. 

Intense competition for business has unquestionably ele- 
vated the general standard of displays. The advertiser has 
bought more judiciously and has given more attention to 
proper distribution. 

Thus, the recession in business has accomplished, to a 
certain degree, what conscientious producers have long rec- 
ommended: “The buying of only enough material to fit the 
plan of distribution—more frequent buying—and no buying at 
all until a plan of distribution that will combat waste and 
assure proper use of the material has been formulated.” 

Better buying and better distribution will increase the 
efficiency of Point-of-Sale advertising. Its increased effi- 
ciency will enlarge its use. The far-seeing producer wel- 
comes warmly this very evident progress in the art of mer- 
chandising with Point-of-Sale advertising. 


WILL THIS RING THE BELL? 
By J. W. McIVER 

THE FORBES LITHO. MFG. CO. 

BOSTON, MASS. 


Tuose enthusiastic advertising men who confidently shout, 
“Mister, this will ring the bell,” have been greeted recently 
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CHINA DISPLAY 


—Continental china display. 

Designed by Harry Schoen- 

laub, display director, Alms & 
Doepke, Cincinnati, Ohio— 


with this comment, “It will ring the bell, will it? Well, let’s 
hear it, and make mine a cash register.” 

Executives who, in past years, have spent millions in 
various forms of advertising on the Faith, Hope and Charity 
Plan, or what might be called Institutional, Big Vision and 
Long Carry Plan, are looking for action. That means they 
are swinging back to the simple, original idea of all advertis- 
ing, that it should be an assistant to sales. Not the end, but 
the means to the end. 

Retailers and manufacturers know that they have to work 
twice as hard today to get the volume which they formerly 
enjoyed. They must modernize. They must install the mod- 
ern automatic machinery of merchandising. This automatic 
machinery is not a mechanical device, but the intelligent dis- 
play of products in the store and in the window. 

Display speeds up movement, it multiplies a man’s power, 
it makes his labors most effective. 

We believe there has never before been such recognition 
of the power of this form of advertising, and that the oppor- 
tunities and needs were never greater for those who know 
how to share in their knowledge, experience and talents. 


LATITUDE OF WINDOW DISPLAY 
By JOSEPH DEUTSCH 

EDWARDS & DEUTSCH LITHO. CO. 

CHICAGO, ILL. 


Wuen it is considered that the space, invariably the major 
individual item of investment, is available gratis to the ad- 
vertiser, it becomes at once apparent that from the standpoint 
of economy, window displays enjoy a unique advantage. 

Coupled with this, window displays offer wide latitude for 
Originality and novelty in commanding sales appeal. The 
animated display, now used with greater frequency, has 
proved a great stimulus both to the creative and attention- 
compelling value of this medium. 

With the advent of cooperative bureaus functioning for 
speedy and economical distribution, this well-rounded-out 
medium bids fair to vie for leadership with other recognized 
mediums of publicity. 
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USING “‘BOLD’”’ WINDOW DISPLAY 
By JOS. S. POTSDAMER 

KETTERLINUS LITHO. MFG. CO. 

PHILADELPHIA, PA. 


Turre is a decided tendency by advertisers to use larger 
displays, as witnessed by the copy now used by cigarette, 
perfume, radio, tires and electric refrigerator manufacturers 
and some of the medical and dental preparation organizations. 

The larger size display, with long distance “read” copy 
has been induced by the fact that quite a proportion of the 
circulation goes by on wheels, and the display averaging 40 
by 60 inches, or larger, in size, is given the added value of 
being as effective as a “billboard” right where the goods 
are sold. 

During the last two years, with the exception of cigarette 
advertising, the competition for windows has fallen off, so 
that window advertising has longer “life” than heretofore. 

Here is an opportunity for the keen advertiser; as un- 
doubtedly window advertising is the least expensive of any 
form of publicity when viewed from a “circulation” stand- 
point, and the fact that the copy is right where the goods 
are sold. 


THE TRUE FUNCTION OF DISPLAYS 
By BENJ. GOODMAN 

LEO H. FULLER, INC. 

LONG ISLAND CITY, N. Y. 


Dispray manufacturers must accept the inevitable fact 
that advertisers are operating under reduced budgets. Grant- 
ing also that the progressive advertiser is fully educated to 
the fact that Point-of-Sale material exists in firm support of 
his advertising structure, the important step is to cooperate 
with the advertiser and assist him in securing the greatest 
possible return on his display investment. This is good busi- 
ness sense, and a responsibility which must be accepted. 

The idea should be to build up a display program that 
will permit as many fresh presentations at regular timely 
intervals during the year as possible. It is reasonable to 
(Continued on page 34) 
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SeeAST SALES RECORDS 


ug ‘ am DOUBLED—tripled— 
nC “4 quadrupled at one leap. 


Millions of units of merchan- 
dise moved. Reorders piling 
onreorders. More and more 
of the country’s shrewdest 
merchandisers getting on 
the puzzle premium band- 
wagon. And the puzzle-mad 
public still hungry for MORE! 
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with PICTURE PUZZLES! 


careful analysis, thorough be a 
merchandising, broad ex- = et ) ‘Ustenne 
perience to create a suc- \& aie iF 
cessful puzzle and plan. 

















Note the number of impor- 
tant puzzle users shown in 
even this limited space.Then 
ask an Einson-Freeman 
executive to give you the 
benefit of their collective 
experience in making puz- 
zles produce more SALES! 
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Display no longer shows off the product—the 


product has become the display. Simplicity, 


elegance, taste and invention are the weapons 


to be used in the coming months to mould and 


carve a ravishing display sense. 


DISPLAY SEEING IS BELIEVING 
By BARRETT LYONS 

HUGH LYONS AND CO. 

LANSING, MICH. 


In A year when consumer confidence in printed statements 
regarding merchandise offered for sale has had reason to be 
considerably shaken, the value of window display as an ad- 
vertising medium naturally has risen. “Seeing is Believing” 
may well be considered the adage of most of today’s pur- 
chasers; and not immediately will this situation change. 
Consequently, more than ever before, the store which puts 
careful thought into the construction of its displays can ap- 
preciate their value; for whether a store depends on mass 
or class appeal, it cannot afford to neglect the most com- 
pelling argument in that appeal. Thus, obviously, 1933 will 
be a year of increasingly better windows. 


DISPLAY IDEAS HAVE “GROWN UP”’ 
By ALDEN CUMMINGS 

DENNISON MFG. CO. 

FRAMINGHAM, MASS. 


Tuerre seems to be little doubt that the past year has 
marked a turning point in display methods and manners as 
they are known in this country. Situations have made it 
vastly difficult to produce creative selling windows. But, 
we must realize that these very situations have tended to 
mask a distinct climax in our display ideas. 

Display methods and ideas have but lately gone through 
a remarkable revolution. In the past six years a new decora- 
tion has made its appearance in France and Germany. This 
modern fashion, despite wholesale predictions that it was only 
a passing fad, has left its mark on Main Street. It has 
persisted. It has become the outward sign of a great change 
in display ideas. 

Then came the overwhelming effects of slashed budgets 
and display appropriations. The displayman was faced with 
the well-nigh impossible task of carrying on and establishing 
a new tradition on a reduced income. But, he carried on. 

In this struggle, display has not only carried on—it has 
become of itself an earning power. The displayman has 


ALDEN CUMMINGS 


searched the very inner nature of his product and at that 
point has established a contact with the man on the sidewalk. 
The displayman has ceased burying the product in a mass of 
extraneous beautifying devices; he has made the product do 
its own job, of, by, and for itself. Our display ideas have 
“grown up.” 

On this basis, display has survived. The future presents 
prospects of diligent research and hard work. We are upon 
the threshold of a period of quiet elegance and subdued taste. 
Having had our fling at bizarre color and screaming design, 
we seem to have got it out of our nature. But we have 
learned some new things; we will now put them to work. We 
are slowly and surely evolving a national display idea. Dis- 
play no longer shows off the product—the product has become 
the display. Simplicity, elegance, taste and invention are the 
weapons to be used in the coming months to mould and carve 
a ravishing display sense. 


RELATION OF DISPLAYS TO SALES 
By C. F. IDEMA 

GRAND RAPIDS STORE EQUIPMENT CORP. 

GRAND RAPIDS, MICH. 


Iw ITS broad measuring, the word “display” embraces the 
entire appearance of the store. It applies to both the mer- 
chandise and the fixtures which enhance the attractiveness 
and increase the desirability of each article displayed; for 
the customer’s first glance at your store as a whole tells him 
or her a great deal about you and the service that can be 
expected of your store. 

Until A. T. Stewart and John Wanamaker inaugurated 
their policy of “one price to all—all prices marked in plain 
figures,” goods were “asked for,” “bought,” and no attempt 
was made to encourage purchases by tempting, plain-view 
displays. Up to that time store fixtures consisted of car- 
penter-built, open shelving and nailed together wood counters. 
Goods were “stored” on shelves and when a customer asked 
to see yard goods, one bolt at a time was placed on the 
counter before her. 

Successful merchants now realize that display is a form 
of salesmanship which is not very expensive in comparison 
with the sales made, or with the actual percentage paid to 
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RED CROSS SHOES 


—Continental shoe display. 

Designed by Ray Parks, dis- 

play director, The Leavitt 

Stores Corp., Manchester, 
N. H.— 


salespeople! The desire to possess what the eye sees is at- 
tractive, useful or valuable is universal. And human nature 
and human reactions are the same the world over. 


WINDOW IMPRESSIONS IN 1933 


By HOMER A. HARRINGTON 
C. A. REED CO. 
WILLIAMSPORT, PA. 


A LARGE number of attractive and appealing window dis- 
plays were installed during the past year. Displaymen have 
proved that crepe paper can be used to exceptional advantage 
for display work. Individual, distinctive, yet plain windows, 
are creating better impressions on the buying public, and 
reflect. the display vogue of 1933. More national advertisers 
are realizing that the display window is one of their greatest 
assets and that it ties up their magazine and radio adver- 
tising at that vital spot, the Point-of-Sale. 


DISPLAY APPRECIATION GREATER 
By ALVIN LEWIS 

EMBOSOGRAF CORP. OF AMERICA 

NEW YORK CITY 


Tuer one thought which impresses itself more and more 
clearly in our minds is the increasing appreciation of most 
competent observers of the value of Point-of-Sales adver- 
tising. Our own experience over a period of many years 
proves conclusively that this is the least expensive and most 
effective type of advertising and yields greater returns in 
sales for every dollar invested than any other form of ad- 
vertising thus far devised. 

Point-of-Sale advertising derives its effectiveness from the 
fact that it is based on sound human psychology. Its pur- 
pose is to arouse in the prospective customer a desire to pur- 
chase at a time and place where the impulse can be imme- 
diately acted upon and the sale consummated before the first 
flush of enthusiasm has had an opportunity to wear off. It 
tries to instill in the shopper a desire to buy and in this 
attempt has every psychological factor in its favor because 
of the fact that the very presence of the shopper indicates 
that he or she is already in a receptive mood to act upon 
any favorable suggestion that might present itself. 





DISPLAY WORLD 27 





A REAL ADVERTISING JOB 
By GEO. J. COWAN 

THE KOESTER SCHOOL 

CHICAGO, ILL. 


Tur present style of window display, with its use of strong 
design and introduction of well-worded advertising phrases, 
gives the displayman of today a real advertising job. The 
advertising phrases used in the show windows are as vitally 
important as the headlines in a store’s newspaper advertising. 
Therefore, the displayman with advertising ability is a very 
real asset in this job. 

If he also is good at lettering, he will be able to cut out 
and paint special letter jobs on his backgrounds or panels, 
and thus give them originality and change, not possible in 
the use of stock cut-out letters, 

This type of display, where attractive lettering becomes 
part of the window display, opens up a new field for the card 
writer. His work in the store assumes much greater impor- 
tance, and the work itself becomes more fascinating. 

It is wise for displaymen and card writers to visualize 
this change in their work in order that they can equip them- 
selves to meet these changing conditions and profit accord- 
ingly. 


BEDELL WITH 
SERVISIGN 

Herbert Bedell, formerly associated with the J. L. Som- 
mers novelty company of Newark, N. J., is now acting as 
Director of Sales for the Servisign Studio, specialists in win- 
dow display manufacturing by the silk screen process 
methods. 





J. R. PALMENBERG’S 
IN NEW LOCATION 

J. R. Palmenberg’s Sons, Inc., manufacturers of metal and 
wood fixtures and forms of all types for store window and 
interior displays, have just opened their new showrooms, 530 
Seventh Avenue, New York City. The new showrooms oc- 
cupy approximately 3,500 square feet of space and are on the 
street floor. 
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INSTALLATION 


(Continued from page 7) 


not only create “goodwill” with the dealer but will get the 
dealer and his employees interested in the merchandise. The 
day is close at hand when the advertiser will require the 
individual sales results produced by his displays. For some 
time, certain advertisers have “spotted” their window loca- 
tions which proves their “window-mindedness.” Advertisers 
will soon be prone to look and barter for quality of location 
and reputation of installation organizations which means that 
“price poverty” must take a “back-seat.” (This price bar- 
gaining for service is the very thing that is preventing the 
advertiser from getting the desired results from displays.) 

Installed displays will grow in favor. Fewer and fewer 
displays will be sent direct. Once dealers become accustomed 
to installed displays they will not even open displays sent 
direct. It is only in towns of small population, towns without 
benefit of installation facilities, that dealer displays sent 
direct will see window presentation. 


Installations imposed upon the dealer by means of “free 
goods,” “gratitudes” or “deals” are losing favor. Many deal- 
ers “pass the free-goods buck” to the installation service, and 
the services are getting “fed-up” on this unfair, chiseling 
practice. This practice will disappear eventually. 

The service rendered by the progressive installation serv- 
ice will increase in power and worth to the advertiser and 
dealer until the influence of installed displays will determine 
to a marked etxent the success and sales of the advertisers’ 
product. Installed displays have a personal touch; a contact 
that will develop into great proportions. 


GREATER DISPLAY SERVICE 
By J. J. BURNS 

UNITED DISPLAY CORP. 

BOSTON, MASS, 


Here in Boston it is our feeling that te 1933 problem in 
window display installations is not one of volume but of 
price maintenance. We base this on our 1932 experience. 
Unquestionably advertising appropriations were sliced during 
the past year, and will continue equaily lean during 1933. 
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FABRIC DISPLAY 


—Display of “Fall Woolens.” 
Designed by Wm. Arinow, dis- 
play director, The John Shil- 
lito Co., Cincinnati, Ohio— 


But we believe other media suffered a greater loss than did 
installations. 


Manufacturers are insisting and will insist on a definite 
merchandising tie-up with their advertising, believing that 
only in this way can adequate results per advertising dollar 
be secured. Naturally no media has as close a sales tie-up 
as Point-of-Sale advertising. Our volume was satisfactory in 
1932. We believe it will continue so in 1933. 


To secure this volume at adequate prices is the problem. 
Our policy for 1933 will be to give greater service and to 
maintain price. The concern that can cover the widest ter- 
ritory, guarantee adequate inspection, install better windows, 
build dealer goodwill, and secure choicer locations can main- 
tain prices even in the face of cheaper competition. During 
1932 we have concentrated on these features. We have built 
special de luxe windows for high-spot locations, we have 
filled quotas promptly and fully, we have at times improved 
upon specifications at our own expense, we have adjusted 
what few complaints we have received speedily. In brief, we 
have tried to impress the customer that our grade of service 
cannot be bought at a lower rate. Extra service costs extra 
money, but far less than the loss of revenue involved in 
lowering prices. 





THE BEST WINDOW INSTALLATION 
FACILITIES IN WISCONSIN 


Stefan, Inc., to assure the advertiser of even more effi- 
cient installation services in the Milwaukee and Wisconsin 
territory, have moved into new and larger quarters, 500 North 
Water Street, Milwaukee, within walking distance of jobbers, 
newspapers and hotels. Office facilities include model win- 
dows for installation “set-up” purposes; a file system re- 
cording actual photographs of store fronts, tabulated as to 
name of store, address, telephone, size of window or windows, 
registered as to location, installations each has had, booked 
or refused; complete warehouse for storage and allotting 
displays—over 2,000 square feet of storage space. ... It can 
be said that Stefan, Inc., has serviced their territory from 
“A” to “Z” with productive window installation campaigns— 
Absorbine, Jr., to Zymole Trokeys—and that over 124 na- 
tional advertisers are satisfied users of Stefan installations. 
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Geared for 1933 


... to give the greatest 
values obtainable today 
in Display Fixtures for 
all store uses. 





Here are the facts... 


Every item you see in our bright 
new, street-floor showroom at 
530 Seventh Avenue... . is 
created and manufactured by 


(Mow woul you Palmenberg. 
LIKE TO HAVE HER This means that you get 1933 


values priced for 1933 display 
MM YOws window? budgets. Our overhead has been 


reduced to a minimum; even our 

new store is on a 1933 rental 
e@Wouldn’t this model stop window shoppers? Wouldn’t basis! 

she display your hosiery to the best advantage? Wouldn’t 

she bring in business? 





Results talk more loudly than 
elt’s too bad you can’t have her in your window. But anything Wwe can print. Visit 


you can have the next best thing—a perfect reproduction of 530 Seventh Avenue when in 
tiful 1 Ided in light to handle Fairy Forms. 
beautiful legs moulded in light, easy to handle Fairy New York, or any of oar othe 


Poised on the toe, Fairy Forms are life-like, full of action. ; to] rye 
They display all types of hosiery perfectly—actually pro- conveniently located showrooms. 


tecting the sheer silk because of 


their ivory smoothness. They’re 
easy to clean, too—just wipe them 
off with a damp cloth. Lf. 
eTry Fairy Forms in your Srnec. 
windows. They increase sales far 
more than their modest cost. 





Your jobber probably has them. SINCE 1852 
Or write us direct for complete 
— details. The Shoe Form Com- Creating, Manufacturing Display 
15%". Excellent for all types PANY, Inc, Auburn, N. Y.. Li- Fixtures, Mannequins and Forms 
of hosiery. censed Manufacturing Branches: 
United Last Co., Ltd., Montreal, Que.; Northampton, England; SHOWROOMS 
Paris, France; Frankfort, Germany; Melbourne, Australia. New York—530 Seventh Avenue 


Chicago—234 S. Franklin Street 
Boston—26 Kingston Street 

2 “Er San Francisco—216 Fifth Street 

alY Orimnys MAIN OFFICE AND FACTORY 


Wariery/— / 89 West Third Street, New York 
Cc) 





























RETAILERS 


(Continued from page 11) 


With newspaper and other forms of advertising given over 
so largely to bargain copy, stressing the appeal of lower 
prices, it has left the window and interior displays as almost 
the only way of bringing the better goods to the customer’s 
notice. I think the displaymen have realized this respon- 
sibility, and have done a good job in helping to sell the 
higher price lines during 1932. 


THE IMPORTANCE OF DISPLAY 
By E. C. LIPMAN 

GENERAL MANAGER 

THE H. C. CAPWELL CO. 

OAKLAND, CALIF. 


Intensive merchandising of window and departmental 
display is more important than ever before. In our store 
we are spending more money and a great deal more attention 
to both exterior window displays and interior merchandise 
set-ups and we think it is having a good effect on business. 

At the time when newspaper publicity is so noticeably 
lacking in pulling power, we feel making the store inside and 
outside more interesting to such customers who do come here 
is one of the ways we have of increasing business with these 
customers. 


THOUGHTS ON WINDOW DISPLAY 
By BENJAMIN F. SISSON 

VICE-PRESIDENT AND SECRETARY 

SISSON BROTHERS-WELDEN CO. 

BINGHAMTON, N. Y. 


Winvow display occupies a unique position in a store’s 
activities as the windows almost invariably serve to typify 
the store. Certainly a store that strives to be a fashion 
leader in its community, second to being fashion-right in its 
merchandise, must have its windows reflect the fashion angle. 

The display manager, therefore, to correctly and attrac- 
tively interpret the very soul of the store where it will be 
readily recognized by the entire population, has a respon- 
sibility as great as that of any store executive. 
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FALL OPENING 


—Formal display by Carl 

Rinnus, display director, R. F. 

Herndon & Co., Springfield, 
Ill.— 


On an average, it is estimated that at least ten people 
pass and glance at a store’s window displays to every one 
that enters.... The impression the people of a community 
have of a store is gleaned to a very considerable degree from 
the character and appearance of its windows. 


THE SELLING POWER OF DISPLAYS 
By THEODORE B. GRIFFITH 

GENERAL MANAGER AND VICE-PRESIDENT 

L. S. AYRES & COMPANY 

INDIANAPLOIS, IND. 


Tue windows are not only the eyes of the store, telling its 
personality as a man’s eyes often do, but they are also very 
powerful selling units. In our store we believe that a window 
has as much selling power as a good-sized ad, and we con- 
stantly try to educate buyers in this mode of thought. 
“Which shall it be, a window or an ad?” should be more 
frequently heard than, “I need an ad and a window for this 
lot.” 

Display managers should strive constantly for better sell- 
ing expression in their work. We believe that the proper 
checking of every window to see that the very disposition of 
the goods, as well as the card copy is correct, will do its 
part in making the passerby feel an urge to buy. 


DISPLAYS AND DISPLAYMEN 
By B. A. JUMPER 

SALES PROMOTION MANAGER 
BROWN-DUNKIN CO. 

TULSA, OKLA. 


Business conditions demand that no stone be left un- 
turned for the meriting of a few dollars’ extra business. 
Where we used to think in terms of hundreds and thousands 
of dollars for volume in an event, we are satisfied, as well 
as pleased, with a few hundred now. ...I believe that the 
store which does a dramatic job—and by dramatic I mean 
just what the word implies—that of staging a show of mer- 
chandise that will by virtue of its appearance, its attention 
pulling power, and the very strength of the idea behind the 
display, will win sales in 1933, 

I believe window displays will exert tremendous influence 
in the sale of goods in 1933, and as the display staff of a 
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store must necessarily control the “impressions of displays,” 
I believe the following criticisms will prove of great worth 
in developing a “sales-conscious” display staff. I hope my 
criticisms will not appear too caustic, but they are the result 
of my contacts with too many “decoration-conscious” rather 
than “display-conscious” displaymen. 

Displaymen are too eager for praise on their work. By 
that I mean they are more concerned with a well-balanced 
and technically perfect display than one that actually sells 
merchandise. 

Displaymen as a whole are not expense-conscious. My 
experience is that too many displaymen are merely working 
at the job, rather than having the job work for them. By 
this I mean that a displayman should have in mind at all 
times the thought, “How can I do the most for the least 
money?” Those obtaining that attitude will aid the store 
considerably in conservation of expense. 

Displaymen do not work closely enough with departments. 
In the advertising department there is scarcely an ad pub- 
lished which has not been checked, read, and re-read by 
members of the department, the executive, and other people 
in the store. This same procedure should be employed by 
the display department. 


WINDOW DISPLAYS MUST SELL 
By R. M. WRIGHT 

SALES AND ADVERTISING MGR. 

CITY OF PARIS 

SAN FRANCISCO, CALIF. 


Tue purpose of merchandise displays is to make sales. 
Therefore, merchandise should be shown as nearly as possible 
in a manner which corresponds or harmonizes with its even- 
tual use, and its surroundings should be in keeping with the 
probable surroundings when it is in use. In other words, if 
we show a window of women’s dresses of black silk crepe, 
for afternoon wear, we try to have a suitable group of acces- 
sories with each dress. We try to have the window “props” 
in keeping with the type of merchandise and in keeping with 
the probable tastes of the majority of people who are to wear 
that merchandise. 


MUST WORK WITH ADVERTISING 
By MAURICE H. HYDE 

SALES MANAGER 

O’CONNOR-MOFFATT & CO. 

SAN FRANCISCO, CALIF. 


Winvows must work hand in hand with advertising to 
interpret to the public the character of the store. It is just 
as unwise to make your displays “too good” and thus create 
an impression of “class” where “class” does not exist as it 
is to cheapen the store by a display tone that is pitched too 
low. 

In maintaining the proper display value, someone must be 
the umpire and that should be a display manager who knows 
what his store should have and who has the courage of his 
convictions. 


THE MOST VALUABLE MEDIUM 
By BROWN S. McPHERSON 

ADVERTISING AND SALES MANAGER 
BROADWAY DEPARTMENT STORE, INC. 

LOS ANGELES, CALIF. 


We WISH to state, unhesitatingly, that our windows are 
one of our most valuable mediums of advertising. Oftentimes 
merchandise displayed in the windows will bring better re- 
sults even than when it is advertised in the newspapers. 
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A New Year and 


a New Home for 


RIECHERS 


DISPLAY SERVICE 


ST. LOUIS 





Confidence in the future of the display installation 
business; the importance portrayed by this type of 
advertising; the progress enjoyed by organization, 
plus the determined conscientious desire to maintain 
and improve this service to our clients, has 
prompted our removal to a greatly enlarged, more 
convenient and ultra-modern home located at 


1918 Washington Avenue 


Additional departments and features have been 
added. Several thousand dollars have been invested 
for machinery and equipment for the creation and 
manufacture of all types of displays, exhibits, etc. 


RIECHERS past record of superior installation 
service, plus the new features and departments, un- 
questionably places us in an enviable position to 
execute your display wants with a guarantee of 
utmost satisfaction. 


RIECHERS installed displays must and do sell 
merchandise. 


RIECHERS installation charge is not the mini- 
mum, but the results secured are the maximum. 


RIECHERS actually guarantees “high-spot” loca- 
tions; thus, more circulation per installation. 


VISIT US—you will be agreeably surprised to find 


just what you have a right to expect of a thoroughly 
organized and efficient window display service. 


RIECHERS 


DISPLAY SERVICE 


Now in New and Enlarged Quarters at 


1918 WASHINGTON AVENUE 
ST. LOUIS 


Phone, Chestnut 8521 


Under Personal Supervision of Owner 


Orville M. Riechers 
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“POINT-OF-SALE” 





WATERPROOF 
LUMINUM PAINT 





i SUMMER F 
CLOTHES | 





—An unusually life-like and almost life- 
sized figure, dressed in a smart suit designed 
by an expert stylist, sits gracefully on an 
actual sewing machine and invites passers- 
by to come in and get the new Singer style 
book “FREE.” She was displayed in ap- 
proximately 1200 Singer shops and was able 
to put in the hands of Singer users and 
Singer prospects over a half million books 
during the past summer season. Designed 
and produced by Einson-Freeman Co., Inc., 
Long Island City, N. Y.— 


GALLERY 


—We have seen numerous examples of new 
packaging productions for various products, 
and now find that “paint” has not only felt 
the urge for new “clothes” but for new “dis- 
play” as well. This example of what has been 
done for “Waterproof Aluminum Paint” but 
hints at the possibilities dormant in this par- 
ticular field. This display is in three shades 
of blue with black, white and silver. De- 
signed and produced by W. L. Stensgaard & 
Associates, Chicago, Ill.— 
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—Alice Lorraine, popular 
model, can gaze at herself 
in Main Street windows 
from coast to coast, wear- 
ing the “Tally-Ho” girdle, 
as a result of the life-size, 
photographic cut-out win- 
dow display recently cre- 
ated for the W. & W. Co.,, 
Newark, N. J., by the Frank 
Presbrey Co., New York 
City advertising agents. The 
photo shows Alice Lorrane 
in person on the left, and 
the H. & W. display on the 
right— 





Presenting the distinctive display production produced by the 
General Display Case Co., Inc., New York City, for the Smith- 
Corona Typewriter Co. The display frames are of chromium 
metal. The center frame measures 19” x 25”, the side frames 
measure 9” x22”. Each frame is equipped with hangers and 
easels so that they can either be hung on a window background 
or placed on the window floor... Frames equipped with slots 
to facilitate removal and insertion of display cards— 


BUILT FOR | y ont stand 


Hea DUTY 4 CARRIAGECLATTER, 
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ITRONMASTER 


—This “Ironmaster” display, but recently 
produced, introduced the new light-weight 
iron. The display was made in two sec- 
tions that the background and platform . 
might be used as a complete window dis- , wait 
play, or the platform used separately as ca 
a counter unit. Printing in five pes IRONMASTER ze" 
Designed and produced by W. P. Work, = 

Inc., Aurora, Ill.— i 


ns 








—This smart “Cinco Indian Girl” 
is making a very thorough journey 
over “These United States” search- 
ing for 5c cigar smokers—and she’s 
interesting hundreds of tobacco 
users. Display designed and pro- 
duced by Ketterlinus Lithographic 
Manufacturing Co., Philadelphia, 
Pa.— 


Ble hile 
| €conomy 


EDISON MAZDA LAMPS 





—The electrical industry will welcome this smart, 
modern “lamp” display. It will appear during 
1933 as part of the Edison Mazda Lamps dis- 
play material. Display designed and produced 
by the Niagara Lithograph Co., Buffalo, N. Y.— 





—A new kind of Camel display—with only a 
slogan for copy. Treatment and color are com- 
bined in a way which suggests that quality of 
the product to be featured—freshness. Note the 
size of the center piece (40 x 5114”) by compar- 
ing the giant package cut-out with the actual 
packages in the foreground. Designed and pro- 
duced by the Palmer Advertising Service, Inc., 
New York City— 

















PRODUCERS 


(Continued from page 23) 


assume that most houses can control such a plan—certain 
organizations have already demonstrated the value of well- 
planned, yearly display services. Such a program, moreover, 
will he!p overcome the insecurity of the “now and then” 
schedule to which many advertisers still adhere. 

It is this regularity and consistency that “hits home,” and 
which must not be permitted to lag if displays are really to 
fulfill their true function as the ultimate fulcrum on which 
every successfully planned merchandising program rotates. 


THE COLOR IN THE CRYSTAL 


By WM. ERNEST DeCOURSEY 
ADVERTISING DISPLAYS, INC. 
COVINGTON, KY. 


J aNUARY is the month when our best-known economists 
and business-weather prognosticators clear their throats, ad- 
dress the microphone, or pick up one of the two fountain 
pens on the desk-stand—all well-appointed desks have two 
fountain pens, one with black and the other light, medium or 
dark red ink—and set forth their customary Polyanna fore- 
casts for the ensuing twelve months. ... We have now come 
to A. D. 1933. And in answer to ye editor’s query, “What, ho, 
oh Seer, does the twelvemonth hold for the faithful?” we 
draw our flowing robes about us carefully, dust off the tur- 
ban, adjust our horn-rims, and hands outstretched over the 
crystal, palm downward, peer silently into its depths. 

We seek the magic letters of the year....As they 
vaguely, then more distinctly, and at last clearly take form 
before our penetrating vision, we see that they are shaded a 
beautifully glowing rose. Yes indeed—praise be to Allah!— 
the color gleaming before us is that almost forgotten hue 
of the optimist—and this year we do not believe the Fifty 
Million Forecasters can be wrong! The signs are there; 
business is to be had. 

There are literally thousands of concerns waiting for 
sales ideas. The display manufacturer is being called upon 
more and more to furnish sales promotion plans and material. 
But display space is valued highly and if you are not per- 
mitted to fill it with your material don’t feel badly. When the 
buyer of displays can really see where your idea will justify 
the money and space required it will be bought; remember, 
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SILK DISPLAY 


—Smart display for silks. De- 

signed by John R. Patton, dis- 

play director, L. S. Ayers & 
Co., Indianapolis, Ind.— 


he’s counting on your ideas to sell his merchandise or service, 
and they must be good. 

We study the crystal again and see an appendage coupled 
with this happy hued outline of 1933. It is the “If.” 

Ancient symbols, in bold and striking letters, take form 
in the shining globe. Translated and condensed, they tell us: 

“Those of you who manufacture and sell displays, if you 
expect to make a profit (recently obsolete—defined as ‘the 
gain resulting to the owner of capital from its employment 
in any undertaking’) you must (1) plan more intelligently; 
(2) select prospects more carefully; (3) employ more ingenu- 
ity and originality of ideas; (4) present your ideas more earn- 
estly; (5) work harder; (6) waste less sales time; (7) elimi- 
nate all useless and extraneous costs—and then, by dint of 
consistent effort and without the help of the U. S. Marines, 
you should be able to throw away one of the fountain pens 
and next December buy the turkey you didn’t quite make 
in 1932.” 

What!—you say there’s nothing new in the crystal’s ad- 
vice? Of course not, but—“have you been doing those 
things.” 

And now—having joined the Fifty Million tenderers of 
counsel (paid and gratis)—we’re going out and dig like the 
dickens to find that guy whom we know exists and who’s 
just aching to give us today’s order. Come along with us! 


LOW COST DISPLAY DISTRIBUTION 
By E. F. KRESY 

CONSOLIDATED LITHO. CORP. 

BROOKLYN, N. Y. 


A DECADE or so ago the administrative by-word was— 
“low cost of production.” Today the administrative mind is 
confronted with a problem more difficult as it has to deal 
more or less with intangibles; it is the problem of securing 
low cost of distribution. 

With reduced advertising budgets a more careful analysis 
has to be made of all advertising media. The advertiser, out 
of force of habit, will give first consideration to the two 
major media of advertising—newspaper and magazine as one, 


,and radio as the other. But, if the advertiser is to secure 


the lowest cost of distribution, he cannot afford to overlook 
the third major medium of advertising, namely, window, 
counter and floor displays. , 

Certain information indicates that a number of big adver- 
tisers have included larger amounts for display advertising in 
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their 1933 appropriation than for any previous year. This 
can signify but one fact, “that through display advertising 
the lowest cost of distribution will be secured.” 

Display advertising, when tested by the same rules or 
standards as other mediums of advertising, plus the advan- 
tage of selectivity and concentration of locations by streets, 
sections, communities, states or even larger areas of the coun- 
try, prove that its cost is extremely low. But to be successful, 
display advertising calls for specialized knowledge and expe- 
rience. Advertisers, for their own protection, advantage and 
benefit, should call upon the trained advertising display or- 
ganization for assistance in the planning of display adver- 
tising. 


OLD MAN 1933 AND DISPLAYS 
By CHAS. H. BROOK 

SERVISIGN STUDIO 

NEWARK, N. J. 


Deprectatep advertising appropriations must be more 
carefully expended this year than ever before. Every precious 
dollar must be made to do a ten-dollar job. Newspaper, 
magazine or radio advertising will cost the same as formerly. 
The life of an advertisement in these mediums will be no 
longer than in former years. A thousand dollars’ expenditure 
in any locality for paid for space will hardly get one to first 
base. But spread a thousand dollars in good colorful window 
displays over any state and the populace will see and read 
your message for weeks, right at the Point-of-Sale. 

1933 should be the display manufacturer’s heyday. Every 
salesman should prepare himself with facts and figures of 
what window displays have done and can do for the adver- 
tiser. Train the visualizer and artist to think more along the 
lines of merchandising than the delicate beauty of their 
sketches. 

Let’s make our displays talk, shout, scream if they will, 
but make them sell merchandise. Important, too—“don’t 
oversell the customers’ requirements.” Many manufacturers, 
desirous of a big order, overload their customers with more 
displays than they can use profitably. This has reflected 
against the whole profession. Smaller runs, with new ideas 
more frequently used, make for better and more profitable 
advertising. ...If the manufacturers of window displays 
will observe these principles, 1933 should be a banner year 
for the whole craft. 





SIEGEL MANNEQUINS IN 
NEW LOCATION 

Siegel Mannequins, Inc., formerly located at 501 Seventh 
Avenue, New York City, have moved to larger and more 
conveniently located quarters. New show windows have been 
installed and the newest imported Parisian and American 
display figures and fixture creations will be exhibited. Con- 
tinental effects will dominate the new showrooms, and dis- 
playmen and merchants interested in “the new” will find a 
visit to the new showrooms well worth while. The new ad- 
dress is 102 West Thirty-seventh Street. 





PRATT & FLOREA, INC. 
IN NEW QUARTERS 

Pratt & Florea, Inc., have moved their offices from 277 
Broadway to 71 West Thirty-fifth Street. This is the second 
time since their organization in 1926 that they have been 
compelled to seek larger quarters. In this new location and 
with increased facilities, they will be able to furnish still 
better advertising ideas and material for window and counter 
displays to national advertisers. 
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getting a bigger 





in CHICAGO 


Did you ever consider the added value you 
get from a window installation campaign in 
the Chicago market? With its greater than 
average window circulation, with its greater 
buying power, Chicago consumer acceptance is 
most easily secured through window displays. 
In no other way can the distribution job for 
your product be done so successfully and so 
economically. That is why we say that 
FISHER offers you the biggest advertising 
dollar in the country. 


For more than a decade, our organization 
has concentrated on the window phase of ad- 
vertising exclusively. It has no divided in- 
terests. Its ambition has always been to do 
this one job well. It has always taken the 
initiative in improving window installation 
technique and its service to clients. 


Year after year it has served the country’s best 
known advertisers. Their goodwill is our 
greatest asset, which we will constantly pro- 
tect by improving the exceptionally high 
standards already achieved. 


We shall welcome an opportunity of serving 
you, too, in the same satisfactory manner. 
Please ask us for details. 


ISHER 


Display Service 
560 W. Lake S. Chicago 


Fisher Installed Window Displays 


“The Standard of the Nation” 











36 DISPLAY WORLD 


DISPLAY 
WORLD 


Title Registered U. S. Patent Office 
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to make the material of greatest value. Through the columns of 
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$1.00 Additional to Canada and Foreign Countries. 
Advertising Rates Upon Application. 
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EDITORIAL MATERIAL 


The wealth of editorial material in our TENTH AN- 
NUAL DISPLAY REVIEW indicates that display did not 
achieve peak efficiency in the past, due principally to im- 
proper control of the medium. The inflation period is 
condemed for display laxness, while the deflation period 
is credited for display recognition. Whether such recog- 
nition of “Point-of-Sale” merchandise is just; whether 
this national consideration of the medium is to be accepted, 
does not lessen the individual’s valuation of the constructive 
job “display of tomorrow” is capable of doing. We have rec- 
ognized our mistakes; we have revalued fundamentals; the 
productiveness of display has been proved, and merchandising 
has but to accept display for product sales. 


TOO MANY FINGERS 


The application of the product to display is wide; and as 
the scope of merchandise sales is dependent upon presenta- 
tion, display must be controlled by those most familiar with 
the medium. Display failure in the past can be accredited 
to “too many fingers in the pie.” Too many ideas have been 
advanced for each display presentation—ideas advanced by 
men never having set foot inside a window, men thinking 
they know more about display than those controlling its func- 
tions; ideas for displays that sold goods yesterday presented 
as applicable for displays today; ideas for displays designed 
without knowledge of window requirements; ideas for dis- 
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plays designed without knowledge of customer acceptance. 
Why should anyone question the failure of display when it 
hasn’t been given a chance to succeed? 


A NEW SEMESTER 


Display failed yesterday! A new semester has started 
and display has enrolled. Display’s chances are much better. 
Here’s what the professors think: 


“Display must be stressed constantly and worked at con- 
sistently, as through it, perhaps as much as any other one 
thing, poor business may be made fair and fair business may 
be made good.”,—LEON MANDEL. 


“Display installation is the most economical and effective 
medium of advertising. It produces immediate results. It 
has more circulation per dollar than any other medium of 
advertising.”"—-SOL FISHER. 


“It is my belief that the more elusive sales become, the 
greater is the necessity for merchandise displays at the 
‘Point-of-Purchase.’”—J. W. WESTBROOK. 


“Display has a job on its hands to win back consumer 
confidence. After a period of trading down, display faces a 
period of trading up. It is an opportunity.,—LAWRENCE 
G. MEADS. 


“Display advertising is a specialized field, and if intelli- 
gently planned to meet the advertiser’s particular problems, 
it will produce business at surprisingly low cost.,—ERNEST 
H. RUSSELL. 


“It is nothing short of folly to disregard the already low 
cost of good display advertising by cheapening it to a point 
where it becomes ineffective.,—RAYMOND M. MARTIN. 


“There is nothing wrong with display. What display 
needs is more whole-souled men who are willing to sacri- 
fice time, effort and energy to place it in its right sphere.”— 
CLEMENT KIEFFER, JR. 


“In a year when consumer confidence in printed statements 
regarding merchandise offered for sale has had reason to be 
considerably shaken, the value of display as an advertising 
medium has risen. ‘Seeing is Believing’ may well be con- 
sidered the adage of most of today’s purchasers.,—BARRETT 
LYONS. 


“Display speeds up movement. It multiplies a man’s 
power. It makes his labors most effective.”—J. W. McIVER. 


“The impress of an excellent piece of name display in 
the window can slip in and out of the mind before the buyer 
gets from the front door to the back counter. But wrap up 
in that display a really convincing demonstration of how 
and why a product works, and it will carry right straight 
through, back to the counter where the cash register rings.” 
—WILBUR VAN SANT. 


“Stores are not selling artistry in display but merchandise. 
People are not buying elaborate, far-fetched displays, but 
merchandise.,—-CHARLES H. BEAR, JR. 


“It is just as unwise to make your displays “too good” 
and thus create an impression of “class” where “class” does 
exist, as it is to cheapen the store by a display tone that is 
pitched too low.,—-MAURICE H. HYDE. 


“The future looms glorously. The golden age of America 
has not yet arrived. When it will, depends upon Americans. 
When it does, the place that display will hold depends upon 
those that take its name .... In these men I have a daunt- 
less faith."—I. A. FISHER. 
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Aquarius Foretells 
Action 


By ANITA ARMSTRONG 
ASTROLOGER 


AQUARIUS; THE WATER BEARER— 
JANUARY 21 TO FEBRUARY 21 


Turse people enjoy crowds and city life. They make ex- 
cellent politicians and financiers, and are interested in public 
enterprises of all sorts. Those born between January 21 and 
February 21 should watch their health; do not try to make 
any changes during the oncoming weeks. 


THE NEW MOON 


Leo rising, opposed by the Sun, Moon and Saturn, brings 
trouble between authority and people over business condi- 
tions. Law and order are certain to be criticized. Trouble 
over the food question is paramount. Scandle, concerning 
peopla in high places who have benefited through these trying 
times, is very likely to be advanced. Uranus in the ninth 
house, and square Venus, indicates unsettled foreign condi- 
tions and proves there is little love for “These comparatively 
prosperous United States” in the hearts of our cousins across 
the seas. The money question has better aspects and indi- 
cates that money will be spent, but Neptune is in orb which 
indicates uncertainties in the development of new proposi- 
tions. Watch the financial attitude of those in high places, it 
will prove interesting. Don’t speculate unless for quick turn- 
over, there is little stability in existing conditions. 


SPEAKING OF COLORS 


Brown in all shades and tones will prove the most popular 
color. Orange, blue, red, green and white are making a play 
for the center of the stage, but brown subdues them. Acces- 
sories will be darker than costumes; black, dull silver and 
gold should be worn by those wishing to be “up to date.” 
Costume designers and beauticians are certain of a break; 
the stars say money will be spent along those lines. Sleeves 
are battling with the neck and waist line; they are trying 
to determine which will change most frequently. 


CLOTHING HAS A MARKET 


There is likely to be a merger in the shoe market; money 
will be lost by shoe manufacturers as well as retailers. .. 
Corsets, girdles and belts are important, and I don’t mean 
maybe. ... The hat seems to be of an unusual type. It will 
be far from becoming, but who cares, if it is fashionable? A 
foreign influence in head gear will prove very strong. This 
influence doesn’t seem to have any bearing on either color 
or personality; it seems to be less like anything ever seen 
before which will make it very important to the ultra.... 
Clothing has a market which will be well met by the public; 
the stars indicate that the public is in great need. One must 
keep up appearances; “the outside of the cup must be clean.” 


CONDITIONS AT HOME 


... Home conditions are upsetting. People buying on the 
installment plan are apt to lose, as well as those selling in 
this manner. A cash basis is essential at the present time. 
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The latest modern media for work in OILS 
*““Nat-Mat’””» CANVATEX Cardboard. 


Not an imitation, but GENUINE CANVAS 
surface, snow white linen texture, 24 ply 
thickness. 


A liberal size FREE sample is yours for the 
asking. 
Local dealers in all principal cities. 


National Card, Mat & Board Co. 


MFRS. 


4318-36 CARROLL AVE. CHICAGO, ILL. 




















Announces a New and Practical 


SHOW CARD WRITING COURSE 


The same painstaking instruction and careful correction of 
of lessons as in our residence classes. Individual Hand Made 
Plates. Easy Payments. 


WINDOW DISPLAY TAUGHT BY 
PERSONAL INSTRUCTION ONLY 


Write for Information 


CHICAGO DISPLAY SYSTEM 
39 WEST 


EST ADAMS STREET CHICAGO, ILLINOIS 




















Remarkable New Flasher Display 
e SIX MESSAGE CHANGES e 
Animated—Electrical—Automatic 
No motor. Only 2 moving 
parts. Signs easily removed 
or replaced. Fool-proof con- 


struction. 
Size 11”x9”’x8” high. Weight 11% 


— bebedhiee $ 1 2.00 


Cash with order. Specify A.C. or D.C. 
EXCLUSIVE TERRI- 
TORY OPEN FOR 


STAR MACHINE MEFRS., Inc. Notes 000 of these 


displays already sold to 
1371 E. Bay Ave., Bronx, N. Y. ge ic 
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sieLe) Watch for the new 


SIEGEL MANNEQUINS, INC. Giege] sensation for 


the 1933 Spring season. 


102 W. 37TH STREET, NEW YORK 
PENN. 6 9494 

















WHEN WRITING ADVERTISERS 
PLEASE MENTION DISPLAY WORLD 
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DISPLAYMEN 


(Continued from page 5) 


“Bargains” failed -in their attempts to “fill the cash drawer.” 

It is the opinion of the writer that this same public is 
ready to buy and will buy when they are approached in a 
manner befitting a commercially smart buying public. This 
public is not interested in price and pressure presentation of 
goods, they want a quality picture, a picture of merchandise 
presenting and featuring beauty, appeal, advantage of owner- 
ship, convenience. Naturally, to sell this public, display and 
advertising atmosphere must be chosen carefully. Settings 
must dramatize; displays that form merchandise compositions 
will sell in 1933. It is to such displays that the buying public 
will respond, and it is such displays that will definitely estab- 
lish display as the most productive and efficient of all retail 
sales mediums. 1933 offers display its greatest opportunity. 


BETTER PRESENTATION 


By CARL V. HAECKER 
DIRECTOR OF DISPLAYS 
MONTGOMERY WARD & CO. 
CHICAGO, ILL. 


1933 WILL be a year of opportunity for every display- 
man, regardless of his present position. The coming season 
will see all branches cf merchandise distribution focus their 
attention on the best, most practical, most economical outlet 
for their product to the consumer. 


This means that the display departments in these organi- 
zations must put their best effort forward, exemplifying qual- 
ity, confidence, and optimism. We will see a decided trend 
toward better presentation of merchandise on the part of the 
retailer, the producer, the manufacturer, the wholesaler, the 
jobber; in fact, everyone will concentrate on a more practical 
selling job. 


Simplicity with strong selling appeal of the merchandise 
itself will predominate and the customers again will feel that 
they can buy the merchandise on display with confidence and 
security; therefore, it behooves every displayman to concen- 
trate on this very important phase of selling, and in every 
instance we should ask ourselves the following: 

1. Does it attract attention? (Reasonably.) (Sensibly.) 

2. Does it arouse desire? (Appeal to customer.) (Tell 
a story.) 
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BARKEREST 


—Continental display arrange- 
ment for bedding. Designed 
by J. R. Stewart, display di- 
rector, Barker Bros. Los 
Angeles, Calif.— 


3. Does it stimulate action? (Proper presentation.) 
(Appear worth price asked.) 

It is a simple, common-sense process, after all, and we 
must always consider the customer first, for it is Mr. and 
Mrs. Consumer who keep the wheels of industry turning and 


the nation at its best. 


THE PENDULUM SWINGS UPWARD 


By CHARLES A. VOSBURG 
DIRECTOR OF DISPLAYS 
HOCHSCHILD, KOHN & CO. 
BALTIMORE, MD. 
PRESIDENT, I. A. D. M. 


Tur 1933 pendulum is swinging upward to quality mer- 
chandise and quality displays; the displayman can look for- 
ward with confidence to the gradual return of the type mer- 
chandise window that has made America the outstanding 
display center of the world. 

1933 will see the finish of the billboard type background. 
The type windows that were prepared with considerable in- 
terference will gradually fade into oblivion and the display- 
man will come into his own. 1933 will be the end of the 
theory type displays, and will mark the return to the prac- 
tical—the quality merchandise displays. The displayman 
capable of doing this kind of work can look forward with 
great confidence to the coming year. 


SALES PRODUCING WINDOWS 
By L. L. WILKINS 

DIRECTOR OF DISPLAYS 

KERR DRY GOODS CO,, INC. 

OKLAHOMA CITY, OKLA. 


Tue New Year should bring forth many new developments 
in our country, both commercially and industrially. This 
depression has taught a great lesson to the displaymen. It 
has taught them the lesson of economy, and that you do not 
have to spend a fortune to have attractive sales producing 
windows. 

Many displaymen will view 1933 with optimism and pre- 
dict that everything will right itself through the proper dis- 
play of merchandise in their respective windows. But, in my 
opinion, it will take more than the display of merchandise to 
create sales. It will require the concerted and coordinated 
(Continued on page 42) 
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NEW IDEAS... 


> See = USE OF 
YOU 


CREATE 
BETTER 
DISPLAYS 


—This illustrated, practical handbook on how to use 
felt in the show window has just come from the press. 


—You’ll be surprised at the valuable information and 
smart display ideas it contains. Its contents will in- 
spire new ideas for window displays that can be pro- 
duced inexpensively with this popular display material. 
—FELT is the modern displayman’s best aid in creat- 
ing effective displays at low cost that sell merchandise. 
Numerous effects can be achieved and the wide range of 
colors will meet the requirements of any color scheme. 


—This book by illustrations and text gives all the 
information needed to get best results from FELT. 
And it’s free to displaymen. 


SEND FOR YOUR COPY TODAY 


WESTERN FELT WORKS 


Established 1899 
Main Office and Mill: 4131 Ogden Avenue, Chicago, Illinois 
Eastern Office and Warehouse: 42-44 East 20th St., New York 
Stocks carried at: 713 South Los Angeles St., Los Angeles, Cal.; 
1239 Howard St., San Francsico, Cal.; 1110 Post St., Seattle, Wash. 
Branches: Detroit, Cleveland, St. Louis, San Francisco, Denver 























@NEW-—DIFFERENT---PRACTICAL AND ORIGINAL 
Make your own BRISCHOGRAPH for $10.00 


AND SAVE FIFTEEN DOLLARS... 
Set of two, new scientifically correct lenses completely 
mounted in metal tube and a 
tube housing with flange and 
bolts and nuts ready to fasten 
to your home made lamp house. 
These four inch lens will enlarge 
49 square inches or 7x7 inches 
of picture at one time. Will en- 
large to life size within ten feet. CAN YOU BEAT 
THAT? Will simply make a box about 6x10x12, two 
sockets, cord and plug and you will have as fine a projector as 
you will ever care to own. We now have transpose mirror for 
lens unit above at $2.00. Mirror, 4x6, is metal mounted and 
slips over lens barrel. 
Two, four inch lenses completely mounted in metal tube, etc., 
with instructions and suggestions, for $10, cash or money order. 
If you send cash, have your letter registered at P. O. Transpose 
Mirror, $2.00. All deliveries prepaid and sent following day. 
Money back within ten days just as quick. 


The Brischograph, 92 E. Lakeview Ave., Columbus, O. 
NOW IN ITS FIFTH YEAR 















Our Easy Payment Plan 


Enables you to enroll 
at once to Study 


WINDOW DISPLAY 
ADVERTISING & CARD WRITING 


Write for complete details 


THE KOESTER SCHOOL 


367 W. ADAMS ST. CHICAGO, ILL. 
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FRET MOULDINGS & 
CARVED GALLERIES 


IDEAL FOR ALL DISPLAY UNITS 








New materials for the decorative effects 
on plateaus, pedestals, showcards, back- 
grounds, etc. 


Made of 3-ply wood veneer—inexpen- 
sive—easy to handle—economical to 
apply. 

Frets are 3/64” thick—supplied with 
gummed back. Apply as easily as a 
postage stamp—will bend around small 
columns, corners, etc. May be colored 
with water stains before applying. 


Galleries are 1/8” thick. Apply with 
brads or glue. Will bend to 12” diam- 
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Illustration shows carved gallery CG- 
4707 used around top of side sections— 
CG-4706 framing center section. If 
shelves are used on side sections as illus- 
trated, apply PF-4059 to face edges of 
shelves. 


Klise Mig. Co.. Ine. 


Main Office and Plant 
Grand Rapids, Michigan 


BRANCH OFFICES 
New York - Chicago - San Francisco 
Cleveland - Jamestown - High Point - Los Angeles 
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Good Display Erings In 
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The Customers 
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By GEO. P. EDDY 

SALES MANAGER 

KLISE MANUFACTURING CO., INC. 
GRAND RAPIDS, MICH. 


A CAREFUL study of the great variety of advertising 
media used for the promotion of sales places exceptional 
value on window display and store display. Window dis- 
plays present the selling effort at the spot where merchan- 
dise is available. They are the “follow-through” to all other 
forms of advertising. 

With the probable exception of radio broadcasting (so new 
as still to be in process of development) display is the only 
advertising media to show increased budgets during our 
present reconstruction period. This is well evidenced by the 
development of dealer displays during the past few years, 
both in character and volume. ...A survey by the Dartnell 
Corporation indicates that up to 25 per cent of the advertising 
budgets of some 600 national advertisers was invested in 
dealer displays. 

Along with retail display recognition has come the search 
for new display building materials. Manufacturers of com- 
pleted display pieces have done a wonderful job in keeping 
abreast of the times. There has been, and still is, that great 
problem which each store faces in the need for temporary 
displays or displays to be fitted to certain schemes. This 
situation has developed cooperation between the displayman 
and the manufacturer of raw material, resulting in new tools 
for displays and a new field for the manufacturer. 

One of the most recently developed items for the building 
of displays is carved wood mouldings. This material has 
been highly developed for furniture ornamentation and archi- 
tectural work, but only recently has it been put in form for 
display use. Produced today on automatic machines at ex- 
tremely low cost, carved wood mouldings are available in 
thousands of patterns and sizes. Displaymen now have the 
decorative! motif to finish off display backgrounds and display 
fixtures. Many unusual and rich effects can be obtained at 
little cost. One moulding manufacturer in this field has 
placed particular stress upon the development of modern de- 
signs for display work. 

Two types of carved wood mouldings are illustrated in 
the display pieces shown on these pages. One is the Fret 
Moulding, a cut-out or pierced moulding made of three-ply 
3/64” panel stock, furnished in many patterns and widths. It 
is sufficiently flexible to bend in small circles, to go around 
corners, etc. Two-tone effects may be obtained by staining 
the moulding. Fret moulding is furnished with glue backing, 
and its application is as simple as attaching a gummed label. 

The second type is the Carved Gallery. This also is of 
three-ply panel stock, but is furnished in 1/8” thickness to be 
self-supporting for use as edgings, galleries on shelves, plat- 
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“IT’S REAL ECONOMY TO BUY BY MAIL” 





eaus, etc. The designs are cut out or pierced. Galleries are 
not furnished with glue backing, as their use does not call for 
application on a solid surface. 

Figure 1, illustrating a display plateau and background, 
is formed with wallboard. The decorative treatment is ef- 


| have 
fected through the use of carved galleries outlining the back T W re) 
screen and column tops. Fret moulding is used to break —_ 


up the plain surfaces of the back screen, column bodies and ~ = 
edge of the large plateau section. Color treatment is left Wy CATA LOG % 


to the imagination of the displayman. The galleries may be 


This year 





finished in natural wood, stained or painted. The frets used Combined into one and you 

in natural white wood, water stained or painted. get them both for ONE coupon 
Figure 2, showing a simple triple unit display stand, each Both of these books will be of real value to you. The 
section being separate. Tops and bottoms are made of solid one is my catalog No. 18, containing all the newer 
wood cut the desired diameters. Pliable cardboard is tacked materials for the Sign Man... Card Writer . . . and 
to the bases, tops, and the ends cemented or riveted. The Display Man. The other is just full of bargains for 
the Painter ... Sculptor and Commercial Artist. To 


fret moulding, colored if desired, is applied as illustrated. get your copy— 
Figure 3, an ensemble background particularly effective CLIP COUPON AND MAIL 
with a concealed light in the top. Made of the usual wall- 
board with the plain face frame ornamented with the fret ry a 
moulding in contrasting color. The curved base projection is ert e INC 
ei 


made by bending flexible wall board. 











Figure 4 illustrates an economical and effective show card 126 East Third Street. 
holder. A square strip of wood of the desired length is DAYTON, OHIO. 
mounted on four small turnings for feet. A double strip of 17 | ee Aen OEE Rn SRY TEP en SUE E e mea x CUMS 
carved gallery, glued or bradded to the block, forms the slot INS ass hadsiccictnig eee 
eae I op on ee pee ST OTT 
Figure 5, a suggestion for ornamenting a show card in a 
unique way. The card is hand lettered as usual, but the fret EE 
moulding stained a harmonizing color gives the effect of 
embossing. 
Figure 6, a display background incorporating concealed 
lights. Built of wall board with narrow strips of same mate- T a a 


rial framing each section. Fret applied to the framing 
stained contrasting color. The radial pieces for attaching the D a T a R M | N AT | O N 
merchandise are made of 3% strips with frets applied to the 

face side. This piece may also be made as a flat screen with 


the radial frets applied to the screen paneling. T O EX c Zl L ! 
8 


It is universally agreed that window and store display is 
essential in present-day merchandising, and it is just as es- 


: : : : The deep-rooted determination to excel is the 
sential that the displays be attractive. Tools are available to factor that makes your product or service stand 
make the displays attractive, and it is up to the display direc- -. _ others in the field. It is equally true 
tor to see that these tools are at the command of his depart- : 

P : This determination has characterized the conduct 
ment. When he cannot locate his every need, he will find the of our business since its inception—and the ex- 
manufacturer capable of assistance. cellence of advertising displays designed and 


produced by York is becoming known to an ever- 
Sa widening circle. 


DAY OPENS LETTERING 





You will also find in the York organization a 


STUDIO stones spirit of helpfulness—valuable to you 
Harold Holland Day, author of “Modern Brush Letter- prone omar = = t= oe 

Pee 7 : 

ing —distributed by DISPLAY WORLD and special 50 sen. Gent Gite see oe 

representative for M. Grumbacher, the widely known brush yous advertising aiepiays, oe your 

house of New York, has just opened a studio of lettering in — a Se 7 


him a practical, experienced man— 
New York City, 164 Fifth Avenue. Mr. Day will concentrate ready to help you in every way. 


on lettering for silk screen poster work and window displays. 


THIRD PACKAGING AND Ww. P. YORK, INC. 


SHIPPING CLINIC CREATORS AND PRODUCERS OF 
The importance of re-vitalizing sales by changing a pack- MODERN ADVERTISING DISPLAYS 

age; a discussion of package utility; and the effect of printing —= 

ink and other packaging materials on the product in the pack- FACTORY AND GENERAL OFFICE 

age, are a few of the problems which will be discussed at the AURORA, ILL. 

Third Packaging, Packing and Shipping Conference and 

Clinic, Hotel Pennsylvania, New York City, March 7-10, 1933. 
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effort of every member of any retail establishment. Merchan- 
dise will have to be bought right, dramatized properly, ad- 
vertised and displayed; supplemented with proper interior 
trims to remind the customer that the particular article in 
question was the one which he or she saw advertised. 

Buying inclinations must be coaxed, which means that 
every display manager, no matter how arduous his tasks in 
1932 were, will have to double his efforts in 1933. The 
store that has a definite plan of events for the year just 
started, and that makes use of its most valuable asset, dis- 
play windows, will find that by the proper handling of these 
windows a vast amount of new business will result. 

Let us concentrate upon the real task ahead, and feel 
that it doing our work well we are aiding in the quick 
return of better times. 


DISPLAY’S OPPORTUNITY 


By E. DUDLEY PIERCE 
DIRECTOR OF DISPLAYS 
SIBLEY, LINDSAY & CURR CO. 
ROCHESTER, N. Y. 


Tue definite attempt to actually sell merchandise through 
window displays has proved very profitable during the past 
year. The definite preference of many buyers and merchan- 
dise men with style merchandise to sell has been for windows 
rather than advertisements. This proves that display as a 
productive selling medium has shown greater development 
during the past few years than has selling through the printed 
page. 

We remember the things actually seen; they form indelible 
impressions—impressions not easily forgotten. I am of the 
opinion that not since the event of “cheese cloth” back- 
grounds has the display executive had such an exceptional 
opportunity to dramatize merchandise. Style has always 
proved a tremendous sales weapon, and since style is a sales 
factor, isn’t it important that the merchandise be correctly 
“window styled?” You wouldn’t, you couldn’t sell a fashion 
addict last year’s merchandise styles, yet many stores con- 
tinue to show this year’s merchandise in last year’s windows. 
“He who keeps his face clean has a much better chance at 
success than he who grows slovenly.” 
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MILLINERY 


—Miniature millinery display. 
Designed by L. W. Fryman, 
display director, Mearick- 
Ames, Inc., Dayton, Ohio.— 


MERCHANDISE MEN OF DISPLAY 
By C. F. GOETTMAN 

DIRECTOR OF DISPLAYS 

JOSEPH HORNE CoO. 

PITTSBURGH, PA. 


Dispiays in windows and in store interiors must prove 
sales productive in 1933. The displaymen of tomorrow must 
be the merchandise men of the decorating department. When 
a display is merchandised, the thought uppermost in the dec- 
orator’s mind must be, “Will it sell?” Displaymen must put 
everything they have—ideas, originality, work—into displays; 
they must put more into the job of display merchandising 
than they take out. Displaymen must never forget that it is 
merchandise and not backgrounds that the store is selling. 
The day of the elaborate background has passed. 

My motto for 1933 is, “Put more into life than you take 
out.” 


THE FUTURE OF DISPLAYS 
By I. A. FISHER 

DIRECTOR OF DISPLAYS 

ZION’S CO-OPERATIVE MERCANTILE INST. 
SALT LAKE CITY, UTAH 


Tue future of displays depends upon the men who guide 
its destinies and upon the future of America. No nation 
ever went down doing the right things. No nation ever went 
up doing the wrong things. The same can be said of every 
profession. Ideals, ambitions and good works are the things 
that count. 

What the display profession needs is what America needs, 
not smarter men but greater men; loyal, unselfish men who 
will hold the organization together and fight its battles. 
Nothing is more irksome than he who maunders about the 
fundamentals of display, of display principles, and of sound 
and scientific displays. 

Countless displaymen cover their poor works with the 
term “selling displays” and voice their preference for them 
than so-called “pretty displays.” Ten or twelve pioneer dis- 
playmen in America have done more to lift the, profession 
out of the mud than legions of such braggarts. 

Someone once said, “There is no activity in life, but what 
is enriched and made more noble when injected with the 
influence of religion.” “There is no phase of display activity 
but what is improved and made more forceful by the influence 
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ALBANY, N. Y.—Windo-Craft Display Service, Inc., 376-378 Pearl 
St., Buffalo, N. Y. Branch offices: 659 Broadway, Albany; 518 S. 
Clinton, Syracuse; 185 St. Paul, Rochester. 





ARIZONA—Waghorn-Whitson Display Service, 142 S. Center. Phoe- 
nix, Ariz. Covering population centers of Arizona. 





AUSTIN, TEXAS.—Livingston Display Service, 205% W. Sixth St. 





BUFFALO, ROCHESTER, ERIE, SYRACUSE and WESTERN 
NEW YORK—Dependable Installation Service. National Window 
Display Service, Inc., 814 Stock Exchange Bldg., Buffalo, N. Y. 





CALIFORNIA—Parmley Window Display Service, 1220 W. Pico St., 
Los Angeles, and 869 Folsom St., San Francisco. Branch offices and 
warehouses at Oakland, Fresno, Sacramento and San Diego. 





CALIFORNIA—Sun Advertising Co., 1014 Seventh St., Oakland; 
1534 Sunset Blvd., Los Angeles; 129 Sacramento Street, San Francisco. 
Branches at San Jose, Sacramento, Fresno, Santa Rosa, Long Beach, 
San Bernardino, San Diego. Largest, oldest, reliable service. 





CHARLOTTE, N. CAR.—Window Display & Interior Decorating 
Co., 307 Builders Bidg. Territory: Two Carolinas and Tidewater, Va. 
“Outstanding Service, Home of the Little Things That Count.” 





CHATTANOOGA, TENN.—Hal Cady Display Service, 310 E. 11th 
St. Tel. 6-0233. Quality trims—not how quick, but how. 





CHICAGO, ILL.—Fisher Display Service, Inc., 553 W. Lake St. 
Sol Fisher, Mgr. A rehable and modern window display service 
organization for Chicage and suburbs, eaciusively tur national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CHICAGO, ILL.—Neighborhood Stores Display Service, Inc., 509 
South Franklin Street, Harve Ferrill, General Manager. With ideas 
and the organization to help you sell more merchandise. Covering 
Metropolitan Chicago and a fifty-mile radius. 





CINCINNATI, OHIO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 





COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 





HUNTINGTON, W. VA.—West Virginia Advertising Co., 423 Ninth 
Street. A modern service that satisfies its clients. A trial will con- 
vince you. 


DISPLAY SERVICE DIRECTORY 


A Guide for National Advertisers 
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DISPLAY SERVICE 
COMPANY 


110 West 40th Street New York, N. Y. 





| 
| 
A superior installation service for national advertisers | 
who want effective rather than “cheap” window displays | 
—in retail stores in Metropolitan New York, Northern 
New Jersey and Connecticut. 


| 
| 
| BRANCH OFFICES 
| 





1039 Springfield Ave. 365 West Market St. 





Irvington, N. J. Newark, N. J. 














NEW ORLEANS, LA.—I. L. Lyons & CO., Ltd., Window Dis lay 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, La. 








NEW ORLEANS 


' This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake Charles, 
Lafayette, Monroe and Shreveport. 
Window Display and Service Department 


S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd 














ORANGE, Texas—Walter Journeay, 1003-4th St. Real Service. 





ORLAHOMA CITY, OKLA.—Oklahoma Wéind-O Display, Inc., 
1643 W. Main St. Tulsa and Oklahoma City. 





PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. 11th 
and Wood Sts. A unique display service for national advertisers 
covering Pennsylvania, New Jersey and Delaware Write for a list 
of satisfied clients. 





PITTSBURGH, PA.—Albert F. A. Beck, 4744 Liberty Ave. Guaran- 
teed installation in Pittsburgh’s drug market. Personally supervised 
and checked. Established and well known to the drug trade. Satis- 
factory references furnished on request. 





PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St 
Write L. M. McMahon for data concerning southern New England 
territory. 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 





RICHMOND, VA.—Robert Waitt, 523 E. Main St. 





ROANOKE, VA.—Roanoke Window Display Service, Box 1146. 





LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 





MEMPHIS, TENN.—Memphis Window Disp. Serv., 183 Vance Ave. 





MILWAUKEE, WIS.—STEFAN, INC., 500 N. Water St. Covering 
Milwaukee and principal Wisconsin cities exclusively for national 
advertisers. 





NEW YORK, N. Y.—Excelsior Window Trimming Corporation. 
5 Union Square, covers metropolitan New York as far south as Tren 
ton—the world’s richest market. We install ‘“‘merchandised” displays 
that create sales instead of ordinary installations. References from 
any national advertiser we have ever worked for. Write for booklet. 
“Merchandised Window Displays.” 





SOUTH BEND, IND.—Hawkins Display Service, 510 West Navarre 
St.. LeRoy S. Hawkins, Mgr. Including Mishawaka, Elkhart, 
Goshen, LaPorte and Michigan City in Indiana and Niles, Benton 
Harbor and St. Joseph in Michigan. References galore. 





SIOUX CITY, I10WA—Kenneth C. Finke Window Display Service. 
621 Nebraska St. The only service covering Sioux City, Iowa. and 
Sioux Falls, S. Dak. 





SEATTLE AND WESTERN WASHINGTON—W ind-O-Display Serv- 
ice. A. H. Olson, Manager. A reliable and established display service 





VERMONT—Hope Advertising Service, 6 Cliff St., Orleans. 





WATERLOO, I0WA—Henson Display Service, 329 Mulberry £e. 
A complete window display service in this vicinity. 
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of art.” Art is simplicity, though some label it “Continental,” 
others murder it under the name of modernity. But it still 
remains art. 

Only the last decade has seen the finis of gaudy colors and 
useless frills from displays. The future looms gloriously. 
The golden age of America has not yet arrived. When it will, 
depends upon Americans. When it does, the place that dis- 
play will hold depends upon those who take its name... . In 
these men I have a dauntless faith. 


DISPLAYS WILL BE PRACTICAL 
By EDW. J. SHERMAN 

DIRECTOR OF DISPLAYS 

KENNEDY’S 

BOSTON, MASS. 


Tur keynote of the 1932 Christmas shopping season was 
“Be Practical.” Sensible, logical, useful gifts were the order 
of the day. No trinkets, no geegaws, no knick-knacks. 

I think 1933 will be like that so far as displays are con- 
cerned. Displays will have to be practical, sensible, logical, 
useful ... and they’ll have to sell merchandise. 

Practical from the standpoint of costs. Sensible in their 
presentation of merchandise selling points. Logical times. 
Useful to the extent that minor adaptations should make it 
possible to use them over and over again in different settings. 

Whether we get beer or continue to brew our own, whether 
the Exposition of Progress is a flop or a wow, I think the 
year 1933 holds more in store for the displayman than it does 
for the display artiste. 

Both temperaments and costs must be in tune with the 
times. 


DISPLAY ACTIVITY ON INCREASE 
By JOHN R. PATTON 

DIRECTOR OF DISPLAYS 

L. S. AYRES CO. 

INDIANAPOLIS, IND. 


Wirn budgets cut, help reduced, more effort is necessary 
in all lines of display than at any other time in the history 
of the profession. Displaymen are feeling keenly the enor- 
mous responsibility that is now resting on their shoulders to 
increase sales. 

There seems today to be no uniform type of work. Ef- 
forts to attract the shopper are bringing out many novel 


January, 1933 





MINK 


—Mink fur display. Designed 

by A. J. Roeder, display direc- 

tor, Wm. H. Block Co., Indi- 
anapolis, Ind.— 


setups by display minds with fairly encouraging results. 
Skeleton structures forming pleasing designs, rows of forms 
at an angle (forgotten balance), box and placque settings 
(eliminating somewhat metal fixtures) are all playing into a 
change of things to attract the shopper. 

That this must continue as a means to sales seems well 
established. The well-balanced, conservative displays of the 
past are not now sufficient to create the required interest. 


WE’RE STILL IN BUSINESS 
By HUGH CARTER 

DIRECTOR OF DISPLAYS 

THE JOHN GERBER CO. 

MEMPHIS, TENN. 


Nineteen Hundred and Thirty-two has been a very hec- 
tic year for window display advertising, but the only thing 
displaymen can do about it is to stick to their jobs and work 
hard, displaying the store’s merchandise in a clean, orderly, 
intelligent way, using absolute simplicity in display work. 
This new type of display will attract attention, arouse inter- 
est and create desire of possession. The prospective cus- 
tomer will come into the store and if they have money to 
spend, and if the prices are right and the quality of the mer- 
chandise certain, they will buy. 

Retail establishments must keep up their fronts. We are 
still in business, and displays and windows must reflect the 
progressiveness of the organization. When they fail in this, 
the merchant might just as well close up his shop and admit 
that he is licked. 


ATTRACTIVE WINDOW DISPLAYS 


By JOS. APOLINSKY 
DIRECTOR OF DISPLAYS 
LOVEMAN, JOSEPH & LOEB 
BIRMINGHAM, ALA. 


Dispray managers, in 1933, should try to keep their win- 
dows looking just as attractive as possible. Windows must 
be appealing; they must be interesting; they must be attrac- 
tive; new ideas must be presented in windows to keep them 
looking different. 

Even though display managers, the country over, have 
worked rather hard for the past few years, I am of the 
opinion that business through displays will come to the stores 
whose window men work even harder in the new year. 
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THE RELIEF AGENCY 


For ADVERTISERS 


in the 
Cineinnati Market 





No for sales for Cincinnati Don’t 
need sick curves the market. jack 
up your district sales representative. Just say, “GET CINCINNATI 
DISPLAY SERVICE TO GIVE US A FULL WINDOW SHOW- 
ING,” and we'll bet you a nice, new “topper” that Old Man ‘‘Sales 
Curve” will take a sudden twist and point his nose upwards. 


Serving with satisfaction the largest national 
advertisers with INSTALLED WINDOW 
DISPLAYS that really have sales influence. 


CINCINNATI DISPLAY SERVICE 


WALTER G. VOSLER, Manager 
ol? MAIN STREET + - . . CINCINNATI. 





OHIO 














For Economical W REE AS c a S 


SALES BUILDING windows |) in oy tery Cooper Plated Wie 


An ideal easel for framed displays and 
displays made of panels or metal. 
Automatic Stop 








15-Inch Easel 


$2.50 per 100 


11-Inch Easel 


4 $1.75 per 100 
\ Prices include screw-eyes 








The Display above was made from sets Nos. 2 and 3. 


USE PAPER TUBES 


Economical—Set No. 1, an assortment of eight tubes (diameters Also made to order any size 
he pgp 4? 6”, a. 10”. 1 14”), in six-foot lengths for m : ‘ y 
$4.85, f. 0. b. Cleveland. up to 20 inches in height. 





Set No. 2, an assortment of six tubes (diameters—6”, 8”, 


10”, 12”, 14” and 16%”) in six-foot lengths for $6.65, f. o. b. b N Yy k 
Cleveland. i r 
Set No. 3, same as set No. 2, in nine-foot lengths for $9.90, All Prices F. O. B. actory, ow se 
f. o. b. Cleveland. 

Send 10 Cents for Samples 


Effective—Painted any color or covered with any desired mate- 
rial, they produce window displays of striking effectiveness. 


Flexible—Easily and quickly cut to any desired length or shape. 
Order your assortments today. R Al N B O W D | S Pp LAY C O h 
The Cleveland Container Company 337 East 34th Street, New York City 





ee 








10629 Berea Road Cleveland, Ohio 
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ESTABLISHED MANUFACTURERS, JOBBERS, IMPORTERS AND 
DISTRIBUTORS OF WINDOW DISPLAY AND STORE EQUIP- 


MENT, DECORATIVES, ACCESSORIES AND SPECIALTIES 


Adv. Travel Message Signs 


Reliance Specialties Mfg. Co., Inc., 570 Lexing- 
ton Ave., New York City. 


AIR BRUSHES 


Thayer & Chandler, 910 W. Van Buren, Chi- 
cago, Ill. 

The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


AIR COMPRESSOR UNITS 


The Wold Air Brush Mfg. Co., 2173 California 
Ave., Chicago Ill. 


AIR BRUSH COLORS 


The Wold Air Brush Mfg. Co., 2173 California 
Ave. Chicago, Ill. 


ARTIFICIAL FLOWERS 
a 4 Adler-Jones Co., 651 S. Wells St., Chicago, 


Botanical Decorating Co., Inc., 319 W. Van 
Buren St., Chicago. 


BACKGROUND COVERINGS 
eg ag city. Inc., 107 W. Forty-eighth 
BACKGROUND PANELS 
Modern Art Studios, Inc., 4234 Drummond Place, 

Chicago, Ill. 
BACKGROUND SETTINGS 


Advertisers Display Studios, 823 S. W 
Ave., Chicago, Il. wee 


Botanical Decorating Co., Inc., 319 W. Van 
Buren St., Chicago. 


= Adler-Jones Co., 651 S. Wells St., Chicago, 


Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, IIl. 


BACKGROUND SCREENS 


Modern Art Studios, Inc., 4234 D 
Chicage, TIL rummond Place, 


BILLOW-PAK 
Kimberly Clark Corp., 8 S. Michigan Ave., Chi- 
cago, Ill. 
CARD BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, III. 


National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, IIl. 


CARD HOLDERS 


J. B. Timberlake & Sons. Jackson. Mich. 
aed Bros., 19 N. Sheldon St., Chicago, 


CARVED GLASS 


Rawson & Evans Co., 710 Washi : 
Chicago, Ill. steartnaatnai 


CHRISTMAS DECORATIONS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


COMPOSITION BOARD 
The Celotex Co., Palmolive Bldg., Chicago, Ill. 


COMPOSITION MANNEQUINS 
Mileo, 44 E. Eighth St., New York City. 


COUNTER DISPLAYS 


Einson-Freeman Co., Inc., Starr & Borden 
Aves., Long Island City, N. Y. 


CORRUGATED CREPE PAPER 


Kimberly-Clark Corp., 8 S. Michigan Ave., Chi- 
cago, Ill. 


CREPE PAPER 


Dennison Mfg. Co., Framingham, Mass. 
The Papyrus Co., Kenilworth, N. J. 


CUTAWLS 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 


CUTTING MACHINES 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 


CUT:-OUTS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


DECORATIVE PAPERS 


W. H. S. Lloyd Co., 48 W. Forty-eighth St., 
New York City. 


DISPLAY FIXTURES—METAL 
Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 
Hugh Lyons & Co., Lansing, Mich. 


The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn. R. R., Dayton, Ohio. 


J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 


J. B. Timberlake & Sons, Jackson, Mich. 


DISPLAY FIXTURES—WOOD 


Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 


Hugh Lyons & Co., Lansing, Mich. 


The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 


Standard Fixture Co., 1112 Commerce St., Dallas, 
Texas. 


DISPLAY FORMS 


Hugh Lyons & Co., Lansing, Mich. 


The Onli-Wa Fixture Co., St. Paul Ave. and 
Penn R. R., Dayton, Ohio. 


J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 


Shoe Form Co., Inc., Aurelius Ave., Auburn, 
mn. ¥. 


Standard Fixture Co., 1112 Commerce St., Dallas, 
Texas. 


DISPLAY NOVELTIES 
™~ Adler-Jones Co., 651 S. Wells St., Chicago. 


Botanical Decorating Co., Inc., 319 W. Van 
Buren St., Chicago. 


DISPLAY RACKS—METAL 
— Bros. Co., 177 Chestnut St., Newark, 


DOLL-STANDS—METAL 


Butler Doll-Stand Co., 208 S. East Ave., Oak 
Park, Il. 


FABRICS FOR DISPLAY 


Maharam Textile Co., Inc., 107 W. Forty-eighth 
St.. New York City. 

Mendelsohn Fabrics Co., 1658 Broadway, New 
York City. 


FELT FOR DISPLAY 


Western Felt Works, 4029 Ogden Ave., Chicago; 
42 E. Twentieth St., New York City. 


FIXTURES-MOULDED 
ee Bros., 19 N. Sheldon St., Chicago, 


FLOOD LIGHTS 


The Frink Corp., 369 Lexington Ave., New York 
City. 


FURNITURE—SHOW WINDOW 


Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 


GARMENT RACKS 


J. B. Timberlake & Sons, Jackson, Mich. 


GELATINE SHEETS 


nen Sees 367 Hudson Ave., Brooklyn, 
Ender Mfg. Co., 217 Grand St., New York City. 


HOSIERY DISPLAY FORMS 


Shoe Form Co., Inc., Aurelius Ave., Auburn, 
me os 


INTERIOR DECORATIONS 


Buckbee-Mears Co., Fourth and Rosabel Sts., 
St. Paul, Minn. 


LETTERING BRUSHES 


Bert L. Daily, Inc., 126 E. Third St., Dayton, 
Ohio. 


LETTERING PENS 
Esterbrook Pen Co., 2 Cooper St., Camden, N. J. 


LITHOGRAPHED DISPLAYS 


Einson-Freeman Co., Inc., Starr & Borden 
Aves., Long Island City, N. Y 


MANNEQUINS 


J. R. Palmenberg’s Sons, Inc., 1412 Broadway 
at Thirty-ninth St., New York City. 


MAT BOARD 


Chicago Cardboard Co., 666 Washington Bilv4., 
Chicago, Ill. 

National Card, Mat and Board Co., 4318 Carroll 
Ave., Chicago, IIl. 


MECHANICAL DISPLAYS 


Advertisers Display Studios, 823 S. Wabash 
Ave., Chicago, Ill. 

Character Display Co., 3249 N. Herndon St., 

Chicago, Ill. 

Erisman Adv., Display Co., 61 Whitehall St., 
New York City. 

General Display Works, 145 W. Twenty-fourth 
St., New York City. 

Messmore & Damon, Inc., 404 W. Twenty- 
seventh St., New York City. 

Modern Art Studios, Inc., 4234 Drummond Place, 
Chicago, Ill. 

United Display Service, 440 So. Dearborn St., 
Chicago, Ill. 





(Your Inquiry Will Receive Better Attention If You Mention DISPLAY WORLD When 


Writing to Any of These Concerns) 
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Complete Trade Directory of Window Display and Store Equipment, Decoratives, Accessories and Specialties 





MOTION DISPLAYS 


Character Display Co., 3249 N. Herndon St., 
Chicago, Ill. 

Erisman Adv., Display Co., 61 Whitehall St., 
New York City. 

General Display Works, 145 W. 24th St., New 
York City. 


PAPIER MACHE Decorations 


Armstrong Scenic Studios, 327 W. Forty-third 
St., New York City. 

Messmore & Damon, Inc., 404 W. Twenty- 
seventh St., New York City. 


PLUSHES 
Maharam Textile Co., Inc., 107 W. Forty-eighth 
St., New York City. 
POSTERS 
éinson-Freeman Co., Inc., Starr & Borden 
Aves., Long Island City, N. Y. 
PLYWOOD 


Douglas Fir Plywood Mfrs., Skinner Bldg., 
Seattle, Wash. 
PRICE TICKETS 
Display Price Corp., 570 Lexington Ave., New 
York City. 


PROJECTORS—ENLARGING 


Sow Co., 92 E. Lakeview, Columbus. 
0. 


REFLECTORS—SHOW CASE 


The Frink Corp., 369 Lexington Ave., New 
York City. 


REFLECTORS—WINDOW 


Ender Mfg. Co., 217 Grand St., New York City. 


The Frink Corp., 369 Lexington Ave., New 
York City. 
SCHOOLS—CARD WRITING 


The Koester School, 314 S. Franklin St., Chi- 
cago, Til. 


Schools—Window Decorating 


The Koester School, 314 S. Franklin St., Chi- 
cago, Ill. 


SCROLL CUTTERS 


International Register Co., 13 S. Throop St., 
Chicago, Ill. 


SHOE DISPLAY FORMS 


Shoe Form Co., Inc., Aurelius Ave., Auburn, 
N. ¥ 


SHOW CARD BOARD 


Chicago Cardboard Co., 666 Washington Blvd., 
Chicago, Ill. 
National Card, Mat & Board Co., 4318 Carroll 
Ave., Chicago, II. 
— Paper Co., 80 Wooster St., New York 
ty. 


SHOW CARD COLORS 


Bert L. Daily, Inc., 126 E. Third St., Dayton, 
Ohio. 


SHOW CARD SUPPLIES 
~— L. Daily, Inc., 126 E. Third St., Dayton, 
ti) 


The Wold Air Brush Mfg. Co., 2173 N. Call- 
fornia Ave., Chicago, Ill. 


SIGNS—GLASS 


Rawson & Evans Co., 710 Washington Blvd., 
Chicago, Ill. 
Silk Screen Process Supplies 


Colonial Process Supply Corp., 126 W. 23rd St., 
New York City. 
Naz-Dar Co., 4014 N. Rockwell St., Chicago, Il. 


SLEEVE FORMS 


Goodman Flexible Sleeve Form Co., 217 W. 


125th St., New York City. 


SPOT LIGHTS 


Ender Mfg. Co., 217 Grand St., New York City. 
The Frink Corp., 369 Lexington Ave. New 
York City. 


STENCIL CUTTERS 


The Wold Air Brush Mfg. Co., 2173 N. Cali- 
fornia Ave., Chicago, Ill. 


TINSELS (GLASS) 


Edward C. Ballou Corp., 456 Fourth Ave., New 
York City. 


TURN TABLES 


General Display Works, 145 W. Twenty-fourth 
St., New York City. 


VALANCES 


Cincinnati Show Case and Display Fixture 
Works, 232 Main St., Cincinnati, Ohio. 

Rawson & Evans Co., 710 Washington Blvd., 
Chicago, Ill. 


VELVET-COVERED JEWELRY 
DISPLAY FIXTURES 


Art Jewelry Case Corp., 29 W. 15th St., New 
York City. 


WALL BOARD 
The Celotex Co., Palmolive Bldg., Chicago, Ill. 


WAX FIGURES 


Display Clearing Corp., 16 W. Thirtieth St, 


New York City. 
Mileo, 44 E. Eighth St., New York City. 


Window Display Installations 


Window Advertising, Inc., 300 Fourth Ave., 
New York City. 











SOUTHERN DISPLAY MEN’S ASS’N 
Reported by 
T. WILLARD JONES 

“Happy New Year! Displaymen!” ... and now, concern- 
ing the activities of the S. D. M. A., an extensive membership 
drive is being launched with the new year. The S. D. M. A,, 
to be quite frank, expects every active displayman in the 
South to “kick in” and join the association. Dues are only 
$1.00 a year—surely a “buck” won’t be missed from the old 
“bank roll,” and that same “buck” will go a long way towards 
assisting the S. D. M. A. to “carry on” and further closer 
fellowship and cooperation among the displaymen of the 
country. “Do Your Bit Now!” 

Displaymen wishing to join the S. D. M. A. should write 
to Secretary T. Willard Jones, director of displays, Phelps 
Shoe Co., Shreveport, La., or to the member of the member- 
ship committee in your state—full list was published in the 
December issue of DISPLAY WORLD—this displayman will 
be very happy to forward membership blanks and all neces- 
sary information. Join the S. D. M. A. now and make your 
plans to attend the joint convention—S. D. M. A. and I. A. 


D. M.—in June. Let’s show the I. A. D. M. that the S. D. 
M. A. is an active display organization. 

When you have your windows photographed, don’t forget 
to get an extra print, the extra photograph to be entered in 
the S. D. M. A. Photo Contest. Watch DISPLAY WORLD 
for full rules, classes and prizes. The contest will be con- 
ducted under the supervision of the Educational Committee 
of the Southern Association, Geo. M. Allen, director of dis- 
plays, Lebeck’s, Nashville, Tenn., Chairman. Full convention 
particulars will be released just as soon as definite informa- 
tion relative to the I. A. D. M. convention city for 1933 is 
received. 

It is the wish of the officers of the Association that all 
displaymen who change positions in the future or who have 
made changes within the past few months notify the S. D. 
M. A. secretary. Also, should any displayman learn of a 
display position, notify the secretary, that a competent dis- 
playman, now unemployed, may be employed. The Southern 
Display Men’s Association is receiving many requests from 
displaymen for jobs, and it is our wish to be of just as much 
assistance as possible. May we enlist your help? 








e Opportunity Exchange e 











POSITION WANTED—Combination win- 
dow trimmer, card writer and advertising 
man with fifteen years experience in pro- 
gressive department and men’s _ store. 
Wishes permanent employment in south 
or southwest. Can furnish AI references. 


Address “L. F. T.” 
Care DISPLAY WORLD 











FOR SALE—WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECO- 
RATORS. Made of heavy fleece-lined 
Jersey cloth, 55c pr., $3.25 half doz., $5.25 
doz., postpaid. An elastic tape band is 
sewed in the top. Patented May 20, 1924. 
Fits over any shoe. Order by size shoes 
worn. J. M. WALTERS, Mfr., 220 South 
Benton Way, Los Angeles, Calif. 


ATTENTION, CARD WRITERS! 


Use COMIC FIGURES on cards or signs. 

TRACE ‘“O” CHART is what you need. 

Sample and particulars, 25c postpaid. 
JOURNEAY 

1003 Fourth St. Orange, Texas 
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RIECHERS DISPLAY SERVICE 
IN NEW HOME 


Riecurrs Display Service of St. Louis, Mo., window dis- 
play and installation specialists since 1920, is now located in 
their new “ultra-modern” home, 1918 Washington Avenue. 
Their new building is a splendid two-story and basement 
structure. It extends from Washington Avenue through to 
St. Charles Street, comprising a floor space of approximately 
10,000 square feet. Additional facilities and equipment for 
improved service is naturally provided for in their new, larger 
and more convenient quarters. The new location is, of 
course, much more central. 

A show room and studio, approximating 1,000 square feet, 
has been installed and decorated in the latest modern mode. 
Numerous dummy windows have been placed in the studio 
in which displays will be “worked up” and given the “acid 
test” before installation in dealer windows. This new phase 
of installation work will assure Riechers’ installation crews 
complete knowledge of proper display installation. 

A department for the creation and production of all types 
of displays, exhibits and window fixtures has been included 
in the new building. This department is completely equipped 
with efficient machinery, and will be under the personal su- 
pervision of Samuel Brown, a well-known, prominent figure 
in the field of window display. The show card department 
has been vastly improved. It is equipped to produce all types 
of show card work. 

Riechers Display Service is the only known organization 
of its kind in the St. Louis territory. Its facilities and equip- 
ment offer complete coverage of any display or installation 
problem or contract. Orville M. Riechers.is the soul owner; 
the entire organization is under his personal supervision. 

Visitors are cordially invited to inspect the new studios 
of this dominant display service organization; and to anyone 
interested in display, a pleasant surprise awaits. 





SHREVEPORT DISPLAY MEN’S CLUB 
Reported by 
T. WILLARD JONES 

The last regular monthly meeting of the Shreveport Dis- 
play Men’s Club was held in their Y. M. C. A. club rooms 
on Wednesday, December 14, with a noon luncheon. One of 
the largest groups to attend a Shreveport meeting was pres- 
ent. Numbered among the attendants were were several new 
members. The meeting was so inspiring and so much display 
enthusiasm was shown that it reminded one of the days prior 
to the Southern Display Convention held in Shreveport in 
1930. 

On January 1, the club starts their first monthly display 
contest. This contest will be held among the club members, 
with a rotating loving cup as the prize. The displayman re- 
ceiving the cup the greatest number of times in 1933 will 
gain its permanent possession. Awards will be made by a 
vote of the club membership. ... Plans are also being made 
for a dummy window in which display demonstrations will 
be made by various displaymen. One night a month will be 
devoted to demonstration work—this work will not be in- 
cluded as part of the regular business meetings, business 
meetings being held the second Wednesday of each month 
with a noon luncheon. The display demonstration window is 
being furnished by the Richards Display Service of Shreve- 
port. ... The entire membership of the local club is affiliated 
with the S. D. M. A. This is the first club in the South to 
hold that honor; we would like to see every Display Club in 
the South follow the example set by the Shreveport Club. 

The Shreveport Display Club are formulating plans for 
three yearly parades. Each parade will be similar to their 


January, 1933 


successful Christmas parade, and will be held in conjunction 
with “Ark-la-tex.” (“Ark-la-tex” is the name of the trade 
territory surrounding Shreveport. These parades are to be 
sponsored by the Shreveport merchants.) 


ARTISTS’ MATERIALS 
NEW DAILY ITEM 

“Artists’ Materials,” a supplement to the Daily “Perfect 
Stroke” Catalog of Brushes and Supplies has just been re- 
leased for free distribution by Bert L. Daily, president of the 
well-known Dayton supply house bearing his name. This 
supplement signals Daily’s entrance into a new field of the 
supply business. Previously his service has been confined 
largely to selling supplies by mail to sign painters, display- 
men, and card writers. Frequent requests for artists’ mate- 
rials, however, indicated that a need exists for a mail order 
artists’ supply house. Many months have been required in 
establishing the full line and the advice of prominent artists 
and art authorities was solicited in an effort to make the 
line as complete, practical, and useful as possible. The pub- 
lication of “Artists’ Materials” indicates that the line is now 
ready for service. 

As in the case of the Daily catalog, “Artists’ Materials” 
will be sent without charge to any artist requesting it. At 
the present time a special combination free offer is made... 
the standard “Perfect Stroke” Catalog and the Supplement 
will both be sent to those requesting them. All artists are 
invited to write to the Dayton concern—Bert L. Daily, Incor- 
porated, Dayton, Ohio, is sufficient address—requesting the 
art supplement, the catalog, or both. 
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Ir ACCORDION PLEATED PANELS 


A New ba 
Attractive 
Inexpensive 
Display Material 

for 


Screens 


Booths 
Interiors 


Show Cases 
Backgrounds FAN BACKGROUND 


This unique background consists of six ac- 
and cordion panels attached together and placed 
C . t | in an attractive wood base. Spreads 10 
ontinenta feet, height, 7 feet. A complete background 
Set- Ups for any display of merchandise. Just set it 
in the window. Price complete 
in any color 


¥ 


No reinforcement or framework is necessary—Each panel 
is self standing, being made of heavy chipboard and 
covered with fast colored natural papers. Any design is 
easily worked out with shears, pins and a tack hammer as 
the necessary tools. 


Patent 
No. 1839871 


a 


The number of designs is limited by the user’s ingenuity. 


Any number of these panels may be attached together as 
one for any length of background or booth. 
These panels fold like a screen or accordion, 
making shipping and re-using more practical 
than any other material, cloth or paper. 


Illustrations show- 
ing effective top 
cuts easily done 
with shears. 


eT 


Conforms to any shape background, straight, 
curved or angular. 


Ideal for pilasters. 


Each panel is 7 feet high by 26 inches 
wide and will cover a space of about 
20 inches when corrugated. 


Stocked in the following colors: 


Dark Green Purple 

Light Green Dark Blue 

Yellow Light Blue 

Orange Black 

Red White 

Cerise Silver 
Gold 


A haberdashery window showing a weat arrangement of 


four accordion pleated panels. Any number of attractive PER PAN EL 
decorative effects may he had by the simple cutting of the 


top edge. 26" x 7 
Write For Name of Nearest Jobber 








display paper products co. 
560 w. lake street chicago, ill. 





